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Rough Proofs 


If the Florists’ Telegraph Delivery 
Association feels that the new slogan, 
“Say it with Four Roses,” is likely 
to divert demand, they might respond 
with something like this: 


Don’t wear your posies 
On your noses. 


, ? FV 


To eat your cake and have it, too, 
has always been considered quite an 
accomplishment; but the National 
Conference on Legalizing Lotteries 
goes this one better by demonstrating 
a successful technique for eating 
your cake without having it. 


> FF 


Now that lottery advocates have 
shown how easy it is to have the 
benefits of a lottery without actually 
operating one, you may expect any 
day to read of the organization of 
the League to Rehabilitate Indigent 
Bootleggers. 

- = 2 


A new standard for advertising 
frankness has been set by The New 
Yorker, whose copy in behalf of 
books by its own contributors closes 
with the announcement, “Now On 
Sale at All Bookstores (We Hope).” 


- 7 F 


Every man, insists Senator Borah, 
is entitled to pursue his avocation 
without let or hindrance. Certainly; 
the chief trouble with this world is 
that so many of us have to stay on 
our jobs that we haven’t time to 
pursue our far more pleasant avoca- 
tions. 


* Ff F 


“Smoke less,” urge the manufac- 
turers of Virginia Rounds, entirely 
disregarding the shivers of apprehen- 
sion chasing up and down the spines 
of tobacco company stockholders. 
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Foreign correspondents were 
frankly amazed at the generosity of 
Great Britain and France in offering 
Italy a third of Ethiopia as a condi- 
tion of peace. There’s nothing like 
the old Yuletide spirit. 
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It’s too bad that Haile Selassie 
couldn’t have got some of the Christ- 
mas spirit and joined in the generous 
offer to the duce by John Bull and 
La Belle France. He may turn out 
to be just another Scrooge. 


> ¥ FF 


Campana is offering its devotees 
a new booklet called “Secrets of a 
Successful Marriage.” Applicants are 
invited also to read the recipe for 
rabbit stew which begins, “First 
eatch your rabbit.” 


7. 3 F 


Truett Kimsey, chief engineer of 
KFJZ, Fort Worth, and Mrs. Kimsey 
are the parents of a daughter, Karo- 
lyn, born recently. Mr. Kimsey is 
now experimenting with a television 
installation.—Broadcasting. 

Experimenters will be experiment- 
ers. 


* FF 


The W. C. T. U. is now running an 
advertising campaign designed to re- 
duce the attractiveness of the demon 
rum, Why not contribute instead to 
the advertising funds of Coca-Cola 
and Maxwell House coffee? 


Copy Cus. 


ORGANIZATION 
BY MARKETS IS 
U.S. STEEL PLAN 


Corporation Puts Advertising, 
Sales, on New Basis 


Chicago, Dec. 12.— The gigantic 
United States Steel Corporation has 
adopted a scientific advertising and 
sales plan based upon a study of 
markets, Industrial Marketing, au- 
thority in the industrial field, reports 
in its December issue. 

“The new plan seems to represent 
a definite integration and centraliza- 
tion of advertising, with control in 
the hands of the parent company,” 
Industrial Marketing explains. “In- 
stead of advertising a number of dif- 
ferent companies, each with its own 
products, the new set-up suggests 
chief emphasis upon United States 
Steel and upon the corporation as 
the source of supply for the various 
products made by its subsidiaries.” 

The current United States Steel 
campaign now appearing in general 
magazines over the signature of the 
corporation is the first of the kind 
in the company’s history, the indus- 
trial marketing journal points out. 


Products Are Grouped 


It is based on grouping of products 
according to the markets in which 
they are sold. Thus the corporation, 
as a unit, will talk to the railway in- 
dustry, the utilities industry, the 
metal-working industry, the construc- 
tion industry, about all of the prod- 
ucts they are interested in which are 
available from U. S. Steel. 

“This will eliminate duplication of 
effort and overlapping and competi- 


(Continued on Page 39, Col. 1.) 


Sensational 
Guarantee for 
New Pepsodent 


Fort Wayne, Ind., Dec, 12.—What 
Pepsodent Company evidently re- 
gards as a sensational new dentifrice 
is receiving an equally sensational 
introduction to the public in this and 
other test cities. “Triple your money 
back” is the phrase which epitomizes 
Pepsodent’s faith in its “new $200,- 
000 high-polish formula.” 

As the phrase indicates, Pepsodent 
offers to mail a check for three times 
the purchase price of the tube if the 
buyer is dissatisfied. 

“If, in your opinion,’ reads the 
offer, “Pepsodent does not deliver 
three times the value of ordinary 
dentifrices, then mail the partially 
used tube of Pepsodent, along with 
the other dentifrice you compared it 
with, to the Pepsodent Company, Chi- 
cago. Enclose a statement explain- 
ing your comparison, and we will 
send you by return mail a check for 
three times what you paid for Pep- 
sodent.” 

“We say it! You see it! We back 
it up!” is the terse introduction to 
the offer. Headlines also embody 
these sweeping claims: “Twice the 
polish —twice softer—teeth look 
whiter twice as long—retards tartar 
—perfect massage for gums!” 

Five illustrations burn these claims 
into the consciousness of the reader. 

Lord & Thomas, Chicago, are in 


charge of the advertising. 


WARNS HOUSEWIVES 


A FAKE 
SWEEPER 
REPAIR 
MAN— 


is working your vicinity, falsely claim- 
ing to be a “Bissell” representative. 
To protect users of Bissell sweepers 
we issue this warning—we have no 
traveling “repair” or “service” men 
or women, or “inspectors.” 


BISSELL CARPET SWEEPER Co. 


2 Grand Rapids, Michigan fe 


Single-column one-shot newspaper copy 
which appeared in Chicago last week 
following reports that persons represent- 
ing themselves as Bissell men were call- 
ing on local housewives. The same copy, 
induced by similar circumstances, has 
appeared in Hartford and Syracuse this 
year. 


PHILCO SLOGAN 
INTRIGUES OWN 
ORGANIZATION 


Philadelphia, Pa., Dec. 12.—Creat- 
ing a slogan so appealing to dis- 
tributors that they adopted it spon- 
taneously and turned it to good ad- 
vantage in their daily work is the 
happy experience of Philco Radio 
and Television Corporation. 

The slogan, “Only Philco Has It,” 
appeared in a new cartoon series. 
Distributors felt it was such an 
effective summary of Philco’s new 
built-in aerial tuning system that 

(Continued on Page 40, Col. 3.) 


Early Solution of 
Rate Differential 


Problems Expected 


Representatives Take Lead in Plan to Reduce 
Local-National Spread 


Edgeworth Junior 
Makes Appeal to 
Novice with Pipe 


New York, Dec. 12.—The introduc- 
tory campaign on Edgeworth Junior, 
new smoking tobacco produced by 
Larus & Brother Company, Richmond, 
Va., will reach full stride with the 
publication of four-color spreads in 
late January issues of Collier’s, Lib- 
erty and Saturday Evening Post. 

College markets were the first to 
be cultivated, first insertions of ad- 
vertising in campus publications ap- 
pearing three weeks ago. The media 
preferred for addressing this field are 
the comic publications, 30 of which 
are available in the 78 institutions 
covered. 

Following publication of the 
special copy, Edgeworth and Edge- 
worth Junior will share space in the 
long list of general, sport, fraternal 
and trade publications which have 
regularly carried Edgeworth copy. 
The two products will also be fea- 
tured on the Corn Cob Pipe Club 
network program, which began its 
ninth year Nov. 16. 

The decision to bring out the new 
product resulted from a survey re- 
vealing that 80 per cent of the pipe 
smokers of today also smoke cigar- 
ettes. Edgeworth is recommended for 
exclusive pipe smokers. Copy sug- 
gests Edgeworth Junior for new pipe 
smokers and for those who smoke 
both pipe and cigarette, 


Last Minute 


News Flashes 


Timken Oil Burner to Brooke, Smith & French 


Detroit, Mich., Dec. 13.—Appointment of Brooke, Smith & French, Inc., 
to handle advertising of Timken Silent Automatic Company, maker of oil 
burners, has been announced by Willard F. Rockwell, Timken president. 

Plans for 1936, although not yet complete, call for more ambitious 
advertising and promotion than ever before in the company’s history, 
according to Willard S. French, head of the agency. Newspapers will con- 


stitute the backbone of the campaign. 


Hemrich Advertising Manager for Armour & Co. 
Chicago, Dec. 13.—W. R. Hemrich has been appointed advertising man- 


ager of Armour & Co., meat packers. 


Mr. Hemrich, who has been with the 


company for ten years, succeeds T. F. Driscoll, assigned to other duties. 


Leavenworth Leaves Westinghouse for Agency 

Pittsburgh, Pa., Dec. 13.—Ralph Leavenworth has resigned as general 
advertising manager of Westinghouse Electric & Mfg. Co., effective Jan. 1, 
to join Fuller & Smith & Ross, Cleveland agency handling the Westing- 


house account, as account executive. 


Mr, Leavenworth came to Westing- 


house three years ago from Paul Teas, Inc., Cleveland industrial agency. 
He was formerly with Byers Machine Company, Ravenna, O. 


Hopkins, Bristol-Myers Adman, Dies 
New York, Dec. 13.—Howard M. Hopkins, 32, in charge of all Bristol- 
Myers Company advertising in Canada, died here yesterday of a strepto- 
coccus infection. Mr. Hopkins joined Bristol-Myers five years ago, coming 


from Pedlar & Ryan, Inc. 


Wrigley to Place Mammoth Spectacular on Broadway 

New York, Dec. 13.—Eclipsing the 50-foot high, block long display which 
dominated Times Square from 1917 to 1924, a new spectacular 192 feet long 
and rising 75 feet from-the roof of a building under construction on Broad- 
way between 44th and 45th Streets will be unveiled in April by Wm. Wrig- 
ley, Jr. Company. General Outdoor negotiated the lease. 


New York, Dec. 12.—The possibility 
that the vexing problem of the local- 
national differential will be solved in 
the not too far distant future spread 
optimism in newspaper and adver- 
tising circles here this week. 

The solution will be brought about, 
it is believed, by a new newspaper 
organization, the first formal recom- 
mendation of which will be made in 
a report to be presented next week by 
a special committee of the Newspaper 
Representatives Association of New 
York to the membership. Approval 
of the report hy this group and 
others concerned is considered a cer- 
tainty. 

In substance, the report will recom- 
mend that all daily newspapers in 
the United States join the Bureau of 
Advertising of the American News- 
paper Publishers Association for the 
primary purpose of promoting their 
medium in the national field. The re- 
port does not specifically discuss the 
national rate but makes references 
to the need for concerted action to 
correct certain abuses which are 
keeping national copy out of news- 
papers. Sponsors of the movement 
are more explicit. 


Will Seek More Members 


Only 342 of the country’s 1,938 
dailies are members of the Bureau. 
The report will propose that all 
others join and that members raise 
a promotion fund of about $1,200,000 
to be expended during the next four 
years to promote the medium. One 
suggestion for raising the money is 
that each newspaper subscribe the 
cash equivalent of 2,500 lines each 
year. 

The original data the report will 
make public includes the fact that, 
excluding the alcoholic beverage 
classification, national advertising 
linage dropped six per cent during 
the first 10 months of 1935 compared 
with the same period last year, ac- 
cording to a special report by Media 
Records, Inc. 

The report also states that last 
year 56 agencies placed 80 per cent 
of the national copy in newspapers, 
while approximately two out of three 
of the country’s 1,500 agencies did 
not place any newspaper business. 
The A. N. P. A. recognizes 473 agen- 
cies, but only 431 placed any news- 
paper orders at all. 

A strong talking point which will 
be employed by sponsors of the new, 


or expanded, newspaper organization ~ 


is that the industry will find it ad- 
vantageous to form a representative 
body to cooperate with the Advertis- 


Directory of Features 


Information for Advertisers.10 
Photographic Review of the 


Rough Proofs 
Voice of the Advertiser....10 
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ing Research Foundation, founded by 
the Association of National Adver- 
tisers and the American Association 
of Advertising Agencies, in planning 
and executing research projects af- 
fecting newspapers. 


Will Change Set-Up 


All promotion, it will be suggested, 
will be directed by the present board 
of the Bureau with the addition of 
four newspaper representative direc- 
tors, two from New York and two 
from Chicago, and a director ap- 
pointed by each of the regional news- 
paper associations. 

An internal educational drive and 
the action of external forces now at 
work will be depended upon to adjust 
the national rate to the point where 
the differential is 15 per cent, a solu- 


tion which appears to be generally 
desirable to all but local advertisers. 
The adjustment cannot be made at 
once, as it must be accomplished 
chiefly by increasing local rates. 

A reading of the files of a leading 
newspaper representative who is 
sponsoring the movement disclosed 
that a good number of the national 
advertisers who are theoretically sav- 
ing a large portion of their news- 
paper space costs by placing their 
copy through local dealers are feel- 
ing considerable dissatisfaction with 
their bargain. Some of these adver- 
tisers with whom the representative 
was in touch indicated that they 
would not wait until the differential 
was adjusted to 15 per cent before 
discontinuing their present arrange- 


ments. 


It appears that in many cases the 
effort of manufacturers to circum- 
vent the national rate is seriously 
complicating their dealer relations, 
as well as depriving them of agency 
service, newspaper merchandising 
cooperation and other advantages. 
The dealers, becoming more and 
more conscious of the fact they are 
“saving” the manufacturers as much 
as 40 per cent of their newspaper 
advertising bill, are asking for more 
and more in return. 


Tests Honey Butter 


Tyler Kay Company, Inc., Buffalo, 
N. Y., is conducting a local newspa- 
per test campaign on Honey Butter. 
a Canadian product now being manu- 
factured in Buffalo under the Cana- 
dian formula by Honey Butter, Inc. 


Coast Agencies Merged 

Merger of the firm of Waters & 
McLeod, founded in 1920, and Mc 
Carty Company, established in 1919, 
Los Angeles agencies, has been an- 
nounced by Terrell T. McCarty presi- 
dent of the latter firm. 


Michener Promoted 

A. C. Michener has been appointed 
advertising manager of John Mor- 
rell & Co., Ottumwa, Ia., succeeding 
T. G. McElroy, who has resigned 
because of ill health. L. O. Cheever 
succeeds Mr, Michener as editor of 
“Morrell Magazine.” 


Deming with Early 
Leon W. Deming, formerly of 
Bertolet & Deming, has joined 
Dwight H. Early, Chicago publishers’ 
representative. 


wt! Wi 


“we 


vr cut glass is as good as any- 
body’s (or your cars or your cos- 
metics or your cotton goods). Maybe 
better. But nobody knows it yet. 

So what? Do you start by trying to 
sell it to some one in Boston? Then to 
somebody in Dallas? Then to some 
other person in Salt Lake? One by one? 

That would take a lot of time. So 
you sell a certain Mrs. X. Because you 
know that what Mrs. X buys, other 
people usually buy. 

Whatever you have for sale, the same 


CUT GLASS 


(or cars or cosmetics or cotton goods) 


principle applies: Sell the people other 
people copy and the job’s more than 


half done. 


Who are these very desirable Mr. 
and Mrs. X’s...these people whose 
buying habits other people copy? 

They are the 127,000 who read The 
New Yorker—a national weekly. 

These 127,000 have New York’s point 
of view. They get in on the good new 
things first. They set the styles and 


start the trends. 


Why not sell them your product? 


THE 
NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


LIQUOR BUYING — 
HABITS STUDIED 


Cleveland, O., Dec. 12.—Men buy 80 
per cent of liquor sold at retail, 
though the percentage of sales to 
women is increasing, according to a 
survey of Cuyahoga County made by 
the Cleveland Press in conjunction 
with a state-wide study of the dis- 
tribution of alcoholic beverages in 
Ohio since the establishment of the 
state monopoly system in April, 1934. 

It was learned that 37 per cent of 
weekly liquor purchases are made on 
Saturday and that Friday and Satur- 
day together account for 54 per cent 
of the volume. Retail outlets are 
busiest between four and six in the 
afternoon, 

An analysis of complete figures 
from state agencies disclosed that, 
while holidays influence the sale of 
liquors, only Christmas, New Year’s 
Day and Labor Day stimulate an un- 
usually large volume. Gin, however, 
attains an unusual peak on the 
Fourth of July. 


How Sentiment Affects Purchases 


The Christmas sale includes a 
larger volume of high-grade whiskies 
than the New Year’s trade. 

The study forcefully calls attention 
to the nearly constant relationship 
between the percent&ge of wet votes 
and the liquor sale potential. The 
per family consumption of liquor in 
Ohio counties which had a 75 per 
cent or higher wet vote was $10.94 
during the first six months of 1935. 
This amount ranged downward to 
$4.80 in counties which registered 
wet votes of less than 50 per cent. 

Official figures showed that bour- 
bon and bourbon blends far outdis- 
tance rye and rye blends in dollar 
volume, the corn distillations receiv- 
ing 59.4 per cent of the liquor con- 
sumer’s dollar, while the rye prep- 
arations receive 16.8. 

The information presented includes 
a comparison of gallonage sales by 
brand. 


Grossfeld with D. Epstein 


Edward A. Grossfeld, formerly ad- 
vertising manager of Alfred Decker 
& Cohn, Chicago, and more recently 
with Ettlinger Advertising Company, 
Chicago, has joined Dade B. Epstein 
Advertising Agency, of the same city, 
as account executive. 


Hasbrook Now Budd V-P 


Charles P. Hasbrook, formerly with 
Story, Brooks & Finley, Inc., pub- 
lishers’ representative, of which he 
was one of the organizers, has joined 
John Budd Company New York, as 
vice-president. 


Another for Reach 


Chas. Dalls Reach Company, New- 
ark, N. J., has been named by Chip- 
man Chemical Company, Bound 
Brook, N. J., weed killers, insecti- 
cides and fungicides. Plans for 1936 
are now being made. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 

data about the 1% billion dol- 

lar baking ooee f come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us, 

0 “Baking Industry Facts and 
Figures,” a market data 
folder. 

0 “Selling Leads,” an every 
week service. 

(0 Sample pages from the “Bak- 
ing Industries Blue Book.” 

0 Copies of BAKERS’ HELP- 
ER, issued —~. . 

0 Audit Bureau o 
tions statement. 


BAKERSHELPER 


"Y MAGAZINE ¥ BAKERY PRACTICE » MANAGEMENT 
HELPING BAKERS SINCE 1887 
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Laughs, Loves, Thrills and Tears... everlasting 


appeals that have built the greatest audience on 
earth for advertisers in THE COMIC WEEKLY 


OMEDY! Romance! Adventure! Pathos !— 

every man, woman and child seeks them. 

Human behavior is determined by them. They are 
basic, eternal. 

THE COMIC WEEKLY has built the largest 
weekly reading audience in the world upon this 
principle. The antics of ‘‘ Jiggs,” ‘*Tillie’s’’ complex 
affairs of the heart, the hair-breadth escapes of 
‘*Flash Gordon” and the poignancy of ‘‘Skippy”— 
to cite but a few—go straight to the hearts of twenty 
million people, young and old. 

These millions re-live their own experiences in 
such adventures. These millions are eager to know 
what fate has in store for their favorite comic char- 
acters. To the adult, as well as to the juveniles, these 
are real people, their heroes and their heroines. 

Here, Ladies and Gentlemen, is the Greatest 
Show on Earth! 

These millionswhoread THE COMIC WEEKLY 
represent one of the most profitable of all markets 
to a long list of first-line national advertisers who 


have cultivated it with increasing effectiveness dur- 
ing the past five years. 

They have found that the path to profits lies in 
this medium that goes straight to the heart: Laughs, 
Loves, Thrills and Tears! 

They have secured resu/ts—measured in sales— 
seldom matched by any other publication. 


Results tell the story! 


THE COMIC WEEKLY, which is distributed 
with 17 great Hearst Sunday newspapers, goes into 
nearly 6,000,000 homes, is read by more than 
20,000,000 people! Yet the back cover—in full-color 
—costs only $17,500, and an inside color page $16,000. 
Per dollar, no other medium takes you so directly 
to the heart, makes it so easy for you to sell your goods. 

Call COlumbus 5-2642 in New York or Superior 
6820 in Chicago for additional information having a 
specific bearing on the product or service that you 
have for sale. 
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COLGATE-PALMOLIVE-PEET 

.CO. PROVES CONSISTENT 

SALES POWER OF THE 
COMIC WEEKLY 


Colgate Ribbon Dental Cream is no new- 
comer to THE COMIC WEEKLY. More 
than three years ago the first advertise- 
ment of this well-known dentifrice ap- 
peared in full-page space in THE COMIC 
WEEKLY. 

A successful rapid-fire campaign ran 
during the summer of 1934. 

In 1935 the Colgate-Palmolive-Peet Co. 
ordered an increased schedule. And its 
advertising will again appear in THE 
COMIC WEEKLY during 1936. 

It is most significant when sucha promi- 
nent successful national advertiser con- 
tinues to recognize the value of THE 
COMIC WEEKLY as an important part 
of its great national advertising program. 


Everybody Reads The Comics 
959 Eighth Avenue, New York City . .. Palmolive Building, Chicago 
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ADVERTISING AGE 


December 16, 1935 


REVEAL FIGURES 
ON LOANS, ASKS 
EASTERN AGENT 


Hubbard Says Truth Will 
Make Bankers Free 


Chicago, Dec, 12.—A simple adver- 
tisement, stating the simple truth 
about the number of loans granted 
and refused by each individual bank 
would be enough to rehabilitate these 
institutions in the eyes of the public. 

This startling opinion was ex- 
pressed by G. Munro Hubbard, presi- 
dent of Doremus & Co., New York 
agency, before the Chicago Financial 
Advertisers at the Hamilton Club 
yesterday. Mr. Hubbard said the 
American public believes in fair play 
and that the batting averages of 
banks would immediately win sup- 
port by demonstrating as _ false 
charges made by many irresponsible 
persons and others whose high posi- 
tions have made their statements 


particularly offensive. 

One Eastern bank which analyzed 
its loan record found that during a 
recent quarter it had made 1,677 
loans aggregating $2,604,000, while it 
had declined 35 loans for a total of 
$49,000. While these figures were 
prima facie evidence of the bank’s 
desire to serve its community, the 
bank unfortunately neglected to print 
them. 


Institutional Copy “Unfortunate” 


Mr. Hubbard asserted that the 
banker dominates industry no more 
than the corner peanut vendor con- 
trols agriculture. The banker has, 
through unfortunate institutional ad- 
vertising emphasizing strength, given 
the public an inaccurate impression 
about his mission in life, in the 
speaker’s opinion. Banks need to tell 
the public that their work is sec- 
ondary and not primary; banking is 
only a viaduct built to carry the 
stream of commerce and is not the 
stream itself. 

“If there were no commerce, there 
would be no banking,” said Mr. Hub- 
bard, “and it is this self-evident truth 
which needs to be told to a public 
which has been waiting in vain for 
the banker to make his voice heard 
above the crowd of demagogs.” 

A recent bank advertisement 
offered for general use made this 


point clear in its first paragraph, but 
in Mr. Hubbard’s opinion, failed to 
maintain the pace. The initial state- 
ment was: 

“Every industrial and commercial 
activity, every public or private 
financial transaction occurring in 
this community, creates impulses 
that pass in one form or another 
through a bank.” 

Mr. Hubbard suggested this con- 
tinuation of the story: 

“Since banking is not a primary 
commercial impulse, but only the 
channel through which that impulse 
flows, it is unreasonable to expect 
banking to perform any valuable 
service in getting us out of the de- 
pression until the stream of business 
itself has begun to flow more freely. 
Therefore, let us direct our attention 
to the things which are damming up 
the stream of commerce and remove 
all possible obstructions to its unim- 
peded flow, instead of wasting pre- 
cious time in cursing the dry bed of 
the stream for not being full of 
water.” 

He pointed out that banks are 
eager to lend money to industry, 
since it is their only hope of a fair 
return on their surplus funds, and 
that bank advertising will not again 
be an important factor until banks 
can return to a dividend basis. 


HIRAM WALKER ADOPTS PYRAMID MAKE-UP 


otf 
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The Merry Christmas Drink 


Some cold night soon, phone a few good Inends, bring 
out a big bow! and have a Tom & Jerry party. Hove's 
how to make wt. 


ee. 
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— is the plus value you receive when you use the News-Post. 


Not only does News-Post advertising mean better than 4 out of 
5 coverage of Baltimore's families (84.4% to be exact) but the total 
circulation of 200,701 (12 months average) means 60,000 MORE 
than any other Baltimore evening daily—and at 35¢ a line. 


These extra buyers represent a retail market of more than 
$50,000,000 a year. Tell them and sell them through the News-Post. 


HEARST 


Represented Nationally by 


BALTIMORE 


NEWS-POST 


INTERNATIONAL ADVERTISING SERVICE 
Ropney E. Boone, 


Orn. Luudaye- 


General Manager 


The Baltimore American has a plus coverage, too. 


227,842 circulation—the largest in-all the South and 20.000 
more than any other Baltimore Sunday Newspaper. 
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Ryes and Bourbons 
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Hiram Walker's 
Straight Whiskies 
Tom Sea ©) Ten then 
Rove Gan ©) 


Hiram Walker's Gins| 


Five O’cxoex Cocatam ()] cocbrails with no “ups” and ” 
San mal o just an idea for yous Chrnsemas cocktails. 


SMOOTH 


‘These three words have made Hina 
Wasasn’s Twin Seal famous. Anyone who 
thas tasted chus brand knows its value. And 
many 8 man has said, “How can a whiskey 


$O YOU WANT A REAL 
HIGHBALL WHISKEY 
At a Real Low Price 


po Tha's 
Ten High Straight Whiskey. We'll admit that its lowly 
price has made some fussy folks hesitate about try 
but one by one they put it to the highball test, and 
we are right about its quality. Ten High makes a 
well chosen gift for any highballer. 


Type of newspaper copy 


appearing throughout the 


country this 


month. This style allows featuring in each unit those items which 
sell best in any particular market. Fletcher & Ellis, Inc., is the agency. 


Chester Made 
Chairman of 


General Foods 


New York, Dec. 12.—Resignation 
of Edward F. Hutton as chairman of 
General Foods Corporation, with C. 
M. Chester being moved up to that 
post, were features of a special meet- 
ing of the board of directors here 
Tuesday, Clarence Francis, who has 
been executive vice-president, has 
been made president, his old office 
being eliminated. 

Mr. Chester is an ex-lawyer who 
entered Postum Cereal Company via 
the fiscal route in 1919 as assistant 
treasurer. He demonstrated a grasp 
of management which caused rapid 
promotions until he reached the 
presidency in 1924. He was a lead- 
ing figure in the merger which re- 
sulted in the grouping of 15 compa- 
nies under the General Foods banner 
in 1929. 

Mr. Francis’ entire career has been 


spent on the sales side of various 
cereal companies. He joined hands 
with Mr. Chester in 1924, when he 
became domestic sales manager of 
the Postum Cereal Company. In 
1929, he was made vice-president in 
charge of sales for the new General 
Foods Corporation. 


Free Advertising 
Classes Are Opened 


Two free evening classes in adver- 
tising were opened Dec. 9 at the 
Central School of Business and Arts, 
214 E. 42nd St., New York, under the 
sponsorship of the Board of Educa- 
tion and the W. P. A. 

An advanced course has_ been 
started under the same auspices at 
the Bronx Vocational High School, 
330 E. 152nd St. 


O’Neill Joins Motion 


Picture Producers 


G. R. O’Neill has been named pub- 
lic relations representative of Elec- 
trical Research Products, Inc., New 
York, Western Electric Company’s 
subsidiary in the motion picture and 
allied fields. 


COMICS 


—among the first and best 
read sections of the Sunday paper. 
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ADVERTISING AGE 


How Does Any Group of People 
First Acquire the Reading Habit? 


Upon What Plane Must That Literature Be Pitched 
to Hold the Mind? 


How Must It Be Turned to Open Up a New 
World of Wants and Desires? 


Sometime the psychological as well as the physio- 
logical contact of the eye and the mind will be better 
understood. And probably that psychological con- 


tact will be the cause for greater wonderment. 


We travel, for example, across the water to see 
an obelisk or a pyramid. And the chances are we 
never particularly care to see it again. We travel in 
our Own country to see a Grand Canyon or a high 
Sierra or some particularly odd and rugged spot 
on the New England coast. And the chances are 
we will go again and again. Our mind as well as 
our eye encompasses the sight. The same eye sees 
both the obelisk and the rugged coast. The same 
mind rejects the one and accepts the other. 


Now, all that the mind has really done is to accept 
the picture which was within the compass of its own 
environment, and within the mental range of its own 
experience. 


Psychologically, a first adventure in reading is 
very much like a first adventure in travel. The mind 
is far more apt to accept and encompass that which 
is within the range of its own environment than 
that which is too bizarre or too far afield. 

kk kk 


Now let us get on to the next step, and perhaps 
you will begin to realize that the building of the 
largest voluntary* magazine circulation in the world 
has not been such a matter of accident or fortuity 
as you may have been led to believe. The building 
of a General Electric or a Bell Telephone or any 
of the other great organizations of which America 
boasts has not been a matter of accident or fortuity. 


Upon what plane, then, must a literature be 
pitched to hold the mind? Remember that the 
publishing world has been filled with magazines 
which, like the obelisks and pyramids, have been 


visited once or twice and soon forgotten. 


The plane upon which any literature must be 
pitched is the plane of the anticipated reader’s life. 
That is, the story which, both as to incident and 
climax, will be within the range of what might very 


*Voluntary circulation is the number of copies of a magazine that people 
will buy, issue by issue, if left to their own devices. 


well happen to the reader himself. Also, the setting 
of the story must be within the range of his environ- 
ment. And when these two things have been done, 


the mind of the reader accepts and encompasses 


your story, and the individual comes back for more. 
Stories of Bar Harbor or Park Avenue may interest 


you; but you are a very small part of mass-minded 
America. 


It is upon this basis—the basis of stories within 
the simple setting and environment of the masses— 
that Macfadden has built the largest voluntary 


magazine circulation in the world. 
¥ * -* & 


This, and one other very important factor: namely, that 
Macfadden has fortunately been able to publish magazines 
entirely to interest the reader. Macfadden profits for years 
were made largely out of the sale of the magazines themselves, 
quite regardless of the advertising. 

No Macfadden editor was ever made conscious of what 
the advertiser might or might not think of his front cover or 
his pictures or his stories. All he had to be concerned with 
was the returns from his newsstands, which told him with each 
issue just what his readers were thinking about. 


He didn’t even have to guess very much about the material 
that would interest his readers. His readers themselves were 
telling him exactly what they wanted through the innumerable 
manuscripts and letters and human documents that came pour- 
ing in to his editorial offices. 


Probably Macfadden’s greatest discovery was the analysis 
of what all that vast outpouring of material promised for the 
future of America, when you studied it sociologically as to 
its underlay rather than as to the material itself. 


Studied in that way, nobody could fail to see that the great 
mass of American people were conventional-minded, that they 
did not want any change in the basis of their morals nor the 
form of their government, but that they did want to learn to 
acquire new wants and desires, that they did want to cooperate 
with that supreme effort of America by which they, as a mass, 
would cease to be merely the commodity that made things and 
become the market that consumed them. 


And from cover to cover of every Macfadden publication, 
that is the thing that has been fostered from the start, until 
today Macfadden stands with the largest voluntary magazine 
circulation this world has ever seen and the greatest single, 
intelligently cultivated mass market this nation or any other 
nation has ever known. 


That is why we now can take this enormous mass of readers, 
which you manufacturers of America originally began to foster 
with money and leisure, and turn them back to you definitely 
and truthfully tabulated as ‘“‘The Macfadden Market’. 
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Livingston Named 
Merchandising Head 


Arthur Livingston, recently as- 
sociated with General Marketing 
Counselors, Inc., has been appointed 
manager of the merchandising de- 
partment of Lennen & Mitchell, Inc., 
New York. 

Mr. Livingston was previously « "- 
nected with Young & Rubicam, Inc., 
and Blackman Advertising, Inc. 


Kelsey Agency Expands 

Kelsey Advertising, Inc., New York, 
has become Kelsey, Prins & Keifer. 
Inc. 

Cc. Tyler Kelsey is president; 
Charles E. Prins vice-president; W. 
W. Keifer, Jr., secretary and treas- 
urer. Fritz Kruse has been added 
to the merchandising staff. 


Plans Rum Copy 


Advertising plans to introduce a 
new rum to the American and For- 
eign markets are being made by 
Platt-Forbes, Inc., for A. K. Hamilton 
& Co., New York, sole sales repre- 
sentatives. T. F. Cosgrove is in 
charge. Newspapers only will be 
used at the start, copy appeal featur- 
ing a comparison of quality with 
high grade imported rums and the 
saving produced by elimination of 
the immport duty. 


Back to Diamant 


National Typographers, Inc., New | 


York, will resume the old firm name. 
E. M. Diamant Typographic Service, 
after Jan. 2, E. M. Diamant will be 
in charge of all production and lay 
out. 


HEADLINES AND 
HUMOR ATTRACT 
900 AT BOSTON 


Caples and Herold Offer 
Practical Hints 


Boston, Mass., Dec, 12.—Almost 500 
members of the Advertising Club of 
Boston and others turned out for the 
New England meeting of the Direct 


Mail Advertising Association at the 
Hotel Statler Tuesday to hear two 
experts tell something about their 
respective specialties. 

They were rewarded by brass tack 
talks by John Caples, writer for 
Batten, Barton, Durstine & Osborn, 
and Don Herold, noted cartoonist, 
who told how to make humor profit- 
able. 


Typical Headline Examples 


The successful headline must im- 
pel reading by its news value, appeal 
to curiosity, reference to quick, easy 
results, avoidance of negative appeal. 
use of the dollar sign, or appeal to 
self-interest, Mr. Caples said. 

Successful headlines are typified by 
the following: “To a $5,000 man who 
would like to be making $10,000’; 


DELIVERED DAILY BY .. . 


1319 Carriers 


POKANE and its tributary In- 
land Empire stand out as one of 
the nation’s most lucrative mar- 


kets today BECAUSE 1. The $63- 
000,000 power dam construction at 
Grand Coulee in Spokane’s A. B. C. 
trade area. 2. Good 1935 crops in the 
Inland Empire with yields of some 
products double and treble the na- 
tion’s average and with higher prices 
all along the line. 3. Increased de- 
mand and profitable price levels for 
Inland Empire lumber, silver, lead 
and other basic products. 4. Mount- 
ing bank deposits and steadily 
increasing payrolls. 


In this favored area THE 
SPOKESMAN-REVIEW and 
SPOKANE DAILY CHRONICLE 
have been building prestige, good 
will and circulation for more than 
half a century. The last week in 


essages 


EMPIRE HOMES 


63 Motor Cars 


One of the 
1319 


SUNDAY 


JOHN B. WOODWARD, INC., NEW YORK — CHICAGO — DETROIT — BOSTON — KANSAS CITY — SAN FRANCISCO — LOS ANGELES 


Type of Home Reached 


THE SPOKESMAN-REVIEW - Spokane Daily Chronicle 


MORNING 


October 1935, 1,319 carriers, aided 
by 63 motor delivery cars, were em- 
ployed to distribute these two dailies 
to the homes of Spokane and §22 trib- 
utary towns. Over 90,000 combined 
circulation(85% UNduplicated, Polk) 
yume urban families in thetr 
eld. 


EVENING 


SPOKANE, WASHINGTON 
ADVERTISING REPRESENTATIVES 


COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED NEWSPAPER COLOR, INC. 


“How I improved my memory in one 
evening”; “I gambled 2 eents and 
won $35,000 in two years”; “Wanted: 
Your services as a highly paid real 
estate specialist”; “Get rid of money 
worries for good.” 

The crucible of experience proved 
these headlines defective: “ ‘I'll never 
give another party,’ she sobbed”; “A 
test of how well-read you are”; 
“Since 1893 our clients have invested 
$1,186,571,000”; “Are you living in a 
circle?” 

Illustrations also weigh heavily in 
the calculation. Bathing suit pic- 
tures always out-pull such scenes as 
a man and boy in a canoe. 

While there are many methods of 
testing copy, Mr. Caples prefers in 
the order given, sales, coupons, mail 
returns from consumer mailings, and 
opinion tests. 

Mr. Herold, whose humorous draw- 
ings have found their way into many 
advertisements in recent years, de- 
fined real humor as sympathy—‘“the 
art of putting yourself in the other 
fellow’s place and of interpreting his 
feelings in a light and easy vein.” 


Must Be Carefully Handled 


“But humor in advertising,’ he 
continued, “must be carefully han- 
dled. It must not be deceptive, nor 
trick the reader into reading the 
copy before he knows it is an adver- 
tisement.” 

By way of warning he said that 
humor must be designed to sell and 
that it should not be confused with 
“cute” copy which is nothing but 
high-priced baby talk. 

Mr. Herold admitted that humor 
doesn’t fit into all advertising, but 
can effect a refreshing change in 
many fields where it has been ig- 
nored. 

He justified its use in this lan- 
guage: 

“It is hard to ask the other fellow 
to sit still while we try to get some 
of his money. We must be friendly 
about it. Don’t let the reader know 
that you are trying to stop him, grab 
him, and make him say ‘Uncle.’ Don’t 
take your advertising so seriously 
that no one else does. 

“We are not the saviors of human- 
ity. Indulge in a little relaxation.” 


Advertising Aids Press 


Freedom, Beckman Says 


So long as newspapers and maga- 
zines must depend to a large extent 
on advertising income, advertising 
will play the important part in the 
publishing field, declared F. W. Beck- 
man, editor of Farmer’s Wife, St. 
Paul, Minn., speaking before the Des 
Moines, Ia. Advertising Club Dec. 10. 

“Advertising has a large place in 
the maintenance of a free, whole- 
some and independent press,” Mr. 
Beckman said. He expressed a belief 
that the influence of advertising upon 
the press would be beneficial as long 
as it leaves the publisher opportunity 
to do a public service in addition to 
mere distribution of news, and as 
long as it does not purport to destroy 
the fundamental character and policy 
of a publication, or the independence 
of the publisher in social, economic 
and political affairs. 


D 


Tap this 
Growing Market 


Huge increases in automatic heating and 
air conditioning sales are indicated for 1936 
through these predictions of authorities: 
1. 100% increase in residential construction. 
2. 10% or more increase in general business. 


3. Further increases in F. H. A. loams. 
4. Steadily mounting public demand for 
the comforts of automatic heating and air 
conditioning. 

The way to tap this constantly growin 
market is throu AUTOMATIC HEAT an 
AIR CONDITIONING, the publication of the 
industry. Write today for details on the 
special January Heating & Ventilating Ex- 
position Number. 


Automatic Heat 
Air Conditioning 


1900 Prairie Avenue 
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Dr. sTARCH’S investigation proves 
: that Macfadden’s premium priced > 
: women’s magazine, [rue Story—cost- 
ing its young wage earner housewives 
: 15%, which is 50% greater than most 
- other women’s magazines—has a com- 
mensurately enhanced reader interest. 


: Every advertising dollar invested 


in True Story, according to the most 


z recent Starch Magazine Effectiveness 
: Report, delivers 130 women actually 
: | seeing and reading your advertising 
= page—which is 25% more than the 


second ranking women’s magazine 
and 29% more than the third. 


22 TRUE STORY MAGAZINE 
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MORATORIUM ON 
ARREARAGE RULE 
EXTENDED 1 YEAR 


New York, Dec. 10.—The mora- 
torium on the arrearage rule was 
extended another year by the board 
of directors of the Audit Bureau of 
Circulations at its meeting here last 
week end. As a result, all publica- 
tions may carry all subscriptions 
taken previous to Dec. 31, 1936, six 
months in arrears and have them 
counted as paid. 

The extension was made on recom- 
mendation of the committee on cir- 
culation rules and methods, of which 


F. W. Stone, of The Parents’ Maga- | 


zine, is chairman. The committee in- 
dicated, however, that on Jan. 1, 1937, 
the regular arrearage period of three 
months should be put into force. 

Study of the arrearage rule, espe- 
cially as it affects certain types of 
subscriptions of small newspapers, 
will be made in the meanwhile. 

The committee on auditing prac- 
tice, of which Howard W. Stodghill, 


Louisville Courier-Journal and Times, 
is chairman, reported favorably on 
the resolution to require newspapers 
to file route lists once during the six 
months period instead of twice and 
the board adopted the resolution 
unanimously. 


Will Study Auditing 


The board also approved a recom- 
mendation of this committee that the 
Bureau prepare a uniform system of 
record keeping for test among news- 
papers favoring standardization of 
auditing procedure. 

The board adopted a recommenda- 
tion from the budget committee that 
the charge for preliminary inspection 
and initial audit shall be made at 
the rate of $25 per day per auditor, 
plus railroad fare. 

The following were elected to mem- 
bership in the A. B. C.: 


New Members 


Advertisers — Frankfort 
leries, Inc., Louisville, Ky.; 
gomery Ward & Co., Chicago, 

Advertising Agencies—Arthur Kud- 
ner, Inc., New York; Reincke-Ellis- 
Younggreen & Finn, Inc., Chicago. 

Newspapers—Charleston, W. Va., 
Daily Mail; Elizabeth City, N. C., 
Daily Advance; Marinette, Wis., 
Eagle-Star. 

Weekly—Pittsburgh, 


Distil- 
Mont- 


Pa., Courier. 


Magazines—Faweett Detective Unit 
(Startling Detective Adventures— 
Daring Detective Tabloid), Minne- 
apolis, Minn.; The Improvement Era, 
Salt Lake City; Midwest Golfer and 
Sports Review, Chicago; Official De- 
tective Stories, Chicago; Teck Publi- 
eations Fiction Combination (Amaz- 
ing Stories Magazine—Wild West 
Stories and Complete Novel Maga- 
zine), New York; Thrilling Fiction 
Unit, New York. 

Business Paper—Mechanical Engi- 
neering, New York. 


Blackman Appointed 
for Vadsco Products 
Vadseco Sales Corporation, New 


York, has appointed Blackman Ad- 
vertising, Inc., New York, to direct 
the advertising of two of its product 
lines, Djer Kiss and Mavis toilet 
accessories. 

Max A. Geller is account executive. 


Winters Promoted 


John H. Winters has been named 
copy chief of Erwin Wasey & Co., 
New York. He was formerly crea- 
tive executive in the London office 
of the agency. 


Glame Names Agency 


Glamé, Inec., New York, nail beauti- 
fiers, has appointed Donahue & Coe, 
Inc., New York. 


ee 


Your Beefsteaks Probably Come from Nebraska..... 
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NEBRASKA is 


One important reason Nebraska is the 
FIRST state in the Union in “Farm In- 
come per capita” is her tremendous vol- 


ume of cattle feeding. 


Nebraska farmer raises more cattle than 
farmers of any other state. 
checks are frequently received by Ne- 
braska feeders for single 
Much of Nebraska’s huge grain and 
forage crops are thus sold “on the hoof” 


at exceptional profits. 


Omaha is the 2nd largest live stock 


The average 
Five-figure 


shipments ! 


r,. 


in CATTLE 


PRODUCTION 


Per Farm 


The Omaha World-Herald—one of the top- 
rating American newspapers in Completeness 
of Territory Coverage—reaches so high a per- 
centage of homes in its rich Nebraska-Western 
Iowa territory that “ONE newspaper at ONE 
cost does the job completely !” 


The Omaha World-Herald with a 20- 
year record of unbroken leadership in its 
territory in Circulation Advertising Vol- 
ume and News Feature— 


MERITS A PLACE ON 


market and meat-packing center in the 


world—keeping literally a ‘ 
ers employed at good wages. 


O'MARA 


New York Chicago 


‘city” of work- 


For Over 20 Years 
in Circulation 

—Advertising 
—News 


DAILY 
SUNDAY .....129,334 
November 1935 


erald 


EVERY ‘‘A’’ SCHEDULE 


given leading newspapers in 
New York, Chicago, Detroit, etc. 


ciaeny 130,788 


FIRST State 
in Farm Income 
percapita 


Detroit 


& ORMSBEE, INC., National Advertising Representatives 


San Francisco 


Los Angeles 


DISPLAYS ADVERTISED PRODUCTS 
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Through vistas of marble columns 


4] 


in the lobby of its new home in 


Boston, Christian Science Monitor's display of products advertised in 
its columns may be seen. About 5,000 persons visit the display weekly. 


Bureau Federation 


to Publish Monthly 


American Farm Bureau Federa- 
tion, Chicago, will enter the publish- 
ing field in January with a new 
monthly, The Nation's Agriculture, 
which will reach the 300,000 mem- 
bers, 

Headquarters are at 58 E. Wash- 
ington St. 


Gaddis, Evans, Promoted 
G. E. Gaddis, credit manager of 
the American Can Company, New 
York, for many years, has been trans- 
ferred to the general sales depart- 
ment, with the title of special rep- 
resentative. E. V. Evans, formerly 
assistant credit manager, has been 
appointed general credit manager. 


To “Wall Street Journal” 


Philip J. Rogers, formerly promo- 
tion manager of the Brooklyn Laun- 
dry Owners’ Association, and pre- 
viously magazine page editor of the 
Newark, N. J., Star-Eagle, has joined 
The Wall Street Journal, New York, 
as assistant research and promotion 
manager. 


Goodwin Props, $9,000 

Sale of office furniture of Goodwin 
Corporation, Chicago, Dec. 10, 
brought about $9,000, it was an- 
nounced in federal court. 


School Picks Kiernan 
William Dixon School of Metal 
Arts, New York, has appointed Frank 

Kiernan and Company, New York. 


Any plan for selling 'to the Central West’s 
business men should include sectional ad- 
vertising. Chicago Journal of Commerce — 
daily business and financial newspaper of 
the Central West—is your direct approach 


to the best prospects. 


“Caught You That Time Before You 
Could Tune Me Qt sate vie o inexperience 


A merry lad calling himself “The Voice of Inexperience” 
was on the air. “Caught you that time before you could 
tune me out,” he chortled, and proceeded to go right into 
his dance of song and laughter. 

Same way with you, friend reader, if you are a reader so 
far. That headline, we’re glad to say, did stop you in 
your reading tracks, for which we are most grateful. 

And now,'that you’re with us in spirit and attention, 
please believe us when we say it is our earnest desire to 
prove to you—bdy performance—why you should be among 
the many far-seeing advertising men who de- 
pend upon us for their modern needs in Mats, 
Ad-Electros, Nickeltypes and Stereotypes. 


Partridge & Anderson Company 


Electrotypes  Nickeltypes - Stereotypes - Matrices - - 712 Federal Street, Chicago 
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Taking Another Look at Price 


Maintenance 


There has been a lot of new think- 
ing on economic and marketing sub- 
jects in the past five or six years. 
Some accepted notions have been 
changed radically as a result of a 
more complete examination of the 
principles involved. For the first 
time an effort is being made to de- 
velop a sound philosophy of the 
machine age, with mass production 
and distribution working together 
toward the goal of lower prices and 
a wider and more equitable distri- 
bution of the wealth of a machine 
era. 

The two principles upon which 
there has been general agreement 
are the necessity of sharing with 
the public the economies of mass 
production and distribution through 
constantly lower prices, and the 
maintenance of free competition as 
a means of insuring maximum effi- 
ciency in production and distribu- 
tion. 

The final and irrefutable argument 
against the regimentation of the 
NRA was its interference with com- 
petitive effort and with productive 
efficiency, by limiting and hamper- 
ing production on the one hand and 
by attempting to freeze prices, on 
the other. A regimented industry, it 
was seen, could give more to the 
worker only by giving less to the 
consumer; whereas the ideal for an 
industrial democracy is providing 
more for both worker and consumer 


through greater efficiency in pro- 
duction and distribution. 

Price maintenance, from manufac- 
turers’ standpoint, is a device to 
protect, through legal controls, the 
maker’s product from being made 
a football of price-cutters, with con- 
sequent loss of trade good-will. 
From the standpoint of the large 
buyer it is a device to protect the 
less efficient distributor against the 
competition of the more efficient. 
From the standpoint of the small in- 
dependent merchant it is a method 
of enabling him to make a profit on 
everything he sells, and of forcing 
his competitor to share that profit 
with him. 

The weakness of the plan, in view 
of the new thinking which is being 
done on the whole subject of pro- 
duction and distribution, is that it 
is an artificial interference with free 
competition. The interests of the 
consumer are served best by insist- 
ence upon freedom of competitive 
effort, making itself felt in better 
products, better service and lower 
prices. Legally established and 
maintained prices do not seem to be 
entirely consistent with that pic- 
ture. 

While many national advertisers 
have favored price maintenance by 
legal enactment, it should be noted 
that advertising is primarily a com- 
petitive weapon, of greatest useful- 
ness in a situation of free and un- 
trammeled competition. 


fy. 
Ld 


Those Advertising Graveyards 


Now and then an effort is made 
to assign to one particular medium 
or advertising group the responsibil- 
ity for advertising mortality, with a 
larger share of the advertising grave- 
yard than is acknowledged by any 
other group. Unfortunately, mortal- 
ity among advertisers is the respon- 
sibility of the whole field. 

Failure to make advertising per- 
form effectively is usually the result 
of mistakes by both advertiser and 
agency, as well as media. The er- 
rors which are made in selecting the 
products to be advertised, the char- 
acter and extent of the advertising 
to be done, the media to be employed 
and the copy appeals to be used are 
usually errors committed as a result 
of joint action. Perhaps the agency, 
as the professional counsel upon 
whose expert opinion advertising 
plans are adopted, must carry the 


burden of the responsibility for mak- 
ing correct decisions of this kind. 

The study of advertising mortality 
is not without value, provided the 
objective is the elimination of pre- 
ventable errors in the future. All 
media and all other factors in ad- 
vertising are concerned essentially 
only with the success of the adver- 
tiser. All thinking with reference to 
methods and media should therefore 
be directed to establishing sound 
principles which will guide the ad- 
vertiser in the direction of success- 
ful effort, with a smaller and smaller 
factor of hazard and uncertainty. 

Self-examination by groups of 
media to record, analyze and define 
the causes of advertising failures 
should be of great value. The appli- 
cation of the results of those studies 
should raise the standards of adver- 
tising practice as a whole. 


IMAGINE A MISTAKE LIKE THIS! 


"There's a slight error. . . 


—Judge. 


. We asked for cigarettes!" 


Exceptionally Good 


To the Editor: As long as I have 
been reading ADVERTISING AGE, I don’t 
believe I have had as much pleasure 
from any issue as I did from the 
current number. The whole paper 
seems to vibrate with power and 
pep, and of course, with the unusual 
originality it has every week, 

I enjoyed it so much that I thought 
you would be interested in knowing 
of my reaction. 

J. K. Mortey, 
Advertising Manager, O. D. Jennings 
& Co., Chicago. 


vvwy 
Tung-Sol Wants Reprints 
of Story on Campaign 
To the Editor: With reference to 
the recent story in your paper en- 
titled, “Tung-Sol’s Radio Tube Cam- 
paign Widens Market,” which was re- 
printed by Radio Journal and copies 
of which were distributed to our 
sales offices, we have had a number 
of requests for additional reprints 
and can use 500 to advantage if you 
have facilities for doing this work. 
If you do not have such facilities 
please send us another copy of your 
Oct. 14 issue and we will handle the 
job here. 
W. B. MASLAND, 
Sales Department, Tung-Sol Radio 
Tubes, Inc., Newark, N. J. 


7, 9 = 
Change Indicated? 

To the Editor: In your Dec, 2 
issue I noticed a story about a cam- 
paign begun by the makers of Sup- 
portex, a “corset” for men, and that 
this company is located in Pottstown, 
Pa. 

Now that in Pottstown they seem 
to be making something to help keep 
the pot-bellies down, can’t they 
change the name of the town to: 
Pottsdown? 

C. R. SwINEHART, 
Advertising Manager, The Thomas’, 
Chicago. 


Care in Illustrations 
Essential, Reader Says 


To the Editor: As a reader of 
your periodical, may I take the lib- 
erty of pointing out to your readers a 
fact I think rather impressive? The 
interest and observation given to 
advertisements which are intended to 
have an appeal for a special class of 
consumer has been vouched for re- 
cently in no uncertain words. 

I refer to the advertisement of the 
Ethyl Gasoline Corporation, appear- 
ing on the inside cover of Time, Oct. 
21—and the letters of avid readers 
who raised their pens in complaint 
against the anachronism of illustra- 
tion it contained. These letters are 
to be found in Time issues dated Nov. 


Voice of the Advertiser 


11 and 25. The interest in illustrated 
ads therein manifested ought to be 
a warning. 
WILLIAM C, WALLSTELN, 
Psychology Department, Yale Univer- 
sity, New Haven, Conn. 


Witness the Really 
Unusual Female 


To the Editor: Being a woman, you 
might expect that I would ask ex- 
pensive gadgets, doodads and thrills 
for Christmas. 

But no—I only want my own copy 
of ApverTIsInG AcE. I am tired of 
chasing down a copy and worrying 
about someone mislaying or deliber- 
ately snitching it before I get a 
chance to enjoy it. Hence the si- 
moleon enclosed for subscription— 
Merry Christmas to myself from me! 

Guapys BLAIR, 
Editorial Department, The Prairie 
Farmer, Chicago. 
- 22 
Approves Coverage 

To the Editor: You did a really 
splendid job of reporting the Ameri- 
ean Association of Advertising Agen- 
cies’ first Pacific Coast convention 
and I want you to know that there 
was considerable comment along the 
Coast on the cooperation of ADVERTIS- 
Ina AGE. 

W. A. BURKE, 

Regional Executive, Northern Cali- 

fornia Chapter, American Associ- 
ation of Advertising Agencies, 
San Francisco, Cal. 


+ | F 
What’s “Swatch”? 

To the Editor: In “The Kable- 
gram” I am conducting a department 
dealing with words not yet in the 
dictionary. Recently I came across 
the word “swatch” in connection 
with advertising. I cannot find the 
word in the dictionary. 

I would like to know what this 
word means in advertising life and 
from what it is derived, if possible. 
A gentleman who used to work in a 
tailor shop tells me that years ago 
the word was used in the tailoring 
business, but he does not recall in 
what way. Any information you may 
give me will be appreciated. 

H. E. ZIMMERMAN, 
Kable Brothers Company, 
Mt. Morris, Ill. 

(Editor’s note: Since writing this 
Mr. Zimmerman has discovered the 
missing word in late dictionaries, he 
tells ADVERTISING AGE. A swatch is 
a pattern or sample of cloth or other 
material.] 

+ | F 


No Cause for Worry 
To the Editor: So far as our busi- 


ness is concerned, the free entry of 
U. S. magazines into Canada will not 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No, 859. WIP, “Philadelphia's Pio- 


neer Voice.” 

In this brochure, WIP enumerates 
its achievements which, since radio’s 
early days, have established the sta- 
tion as a pioneer. Facts about the 
Philadelphia market, including retail] 
sales, population, and outlets are 
given, as well as illustrations of the 
new WIP studios and a description 
of the station’s program features 
available to advertisers. 


No. 860. A Four Part Discussion, 


This brochure, issued by Importers 
Guide, contains four articles which 
discuss the history and development 
of international trade in terms of the 
fundamental forces which control it. 
The first, dealing with Transporta- 
tion, is a reprint of material which 
has been published in Importers 
Guide. The three which follow, on 
Communication, Money, and Goods, 
respectively, are pre-prints of articles 
which will appear in the publication 
during the next year. All are hand- 
somely illustrated with maps and 
decorations. 


No. 832. The Income Factor in Re- 
lation to Commodity Use and 
Ownership. 


Published by the division of mar- 
keting and research of Macfadden 
Publications, this analysis covers 
data on electricity for lighting, gas 
for cooking, bathtubs and showers, 
automobiles and mechanical refrig- 
erators. From this data is shown 
the ability of an income class to 
absorb a given number of units, the 
saturation of the group so far 
reached, and the undeveloped poten- 
tial within the group. The study in- 
cludes Austin, Tex., Fargo, N. D., 
Portland, Me. and Columbia, S.C. It 
is an outgrowth of the studies made 
by the Department of Commerce. 


No. 801. Market Facts About the 
Spokane Country and the Pacific 
Northwest. 


“Just what information would you 
like to have in a market facts 
book?” The answers to this question, 
from 177 leading sales and advertis- 
ing executives, form the basis of this 
booklet published by The Spokesman- 
Review and Spokane Chronicle, 
which covers in detail, an analysis 
of market facts about Spokane and 
the Pacific Northwest. 


No. 850. Motion Picture Advertising 
Presentation, 


This presentation, by General 
Screen Advertising, Inc., covers the 
story of “Minute Movies” as an ad- 
vertising medium, It includes a 
tabulation of the relative influence 
of men and women in family purchas- 
ing, a breakdown of motion picture 
audiences by age groups, cost of pro- 
duction involved in a campaign, and 
a number of pages devoted to evi- 
dence of the sales effectiveness of 
this medium. 


bother us. The general opinion here 
is that your magazines will not re- 
gain their former circulations to 
any great extent. 
HuGuH C. MACLEAN, 

Chairman of the Board, Hugh C. Mac- 

Lean Publications, Ltd., To- 

ronto, Ont. 

vvwey 


World’s Largest Sign? 


To the Editor: As far as we have 
been able to determine, the Hoff- 
man Beverage Company bottle on the 
roof of its building in Newark is the 
largest thing of its kind in the world. 

The bottle is 17 feet in diameter 
and 57 feet high. Perhaps you have 
information which would confirm or 
refute this claim. 

L. G. Purn, 
United Advertising Corporation, 
Newark, N. J. 
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34 NEW ADVERTISERS 
SINCE SEPTEMBER 


including — 
BALL BROTHERS CO. 
CHRYSLER CORPORATION 
DEERE (JOHN) PLOW CO. 
DENNISON MFG. CO. 
ELECTRIC STORAGE BATTERY CO. 
MYERS (F. E.) & BROS. CO. 
NATIONAL CARBON CO. 
NORTHWESTERN YEAST CO. 
PRATT FOOD CO. 
QUAKER OATS CO. 
REO MOTOR CAR CO. 
STANCO, INC. 
U. S. RUBBER CO. 
U. S. TREASURY 


Many old Advertisers have increased 
their space since the October issue 
launched the new Farm Journal. 


JANUARY FARM JOURNAL 
CARRIES MORE ADVERTISING 


THAN ANY ISSUE SINCE 
APRIL 1932...60% MORE 


THAN DECEMBER 


Editorial, Circulation, Advertising — their growth 
is the measure of a magazine's acceptance... 
Farm Journal's interesting editorial treatment 
and four-day printing and delivery schedule met 
with immediate reader response. A steady 
circulation gain from the date of the first issue 
brought 45,000 new subscribers by the 3rd 
issue, without the use of Premiums, Prizes or 
Contests... And now January lineage gain 
definitely indicates that advertisers and their 
agencies have recognized that editorial accep- 


tance does build advertising response. 
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NE of the phenomena of modern life is the habit ot 
reading newspapers. Americans buy over thirteen 
billion copies of newspapers each year. They spend more 
money for newspapers than they do for all other forms of 


reading matter. 


Outside of what he learns from personal contacts and 
experiences, most of what the average American knows 
comes from his newspaper. It alone tells him compre- 


hensively the facts as they happen. 


It is the newspaper to which the great body of men and 
women turn in the press of the day’s affairs to keep abreast 
of sports and styles, politics and menus. . . all the informa- 


tion which they require for peace of mind and well being. 


A Force That Starts Buying Action 


To satisfy this demand it is no longer enough for the 
newspaper to report the facts. Readers want to know not 
only what happened but why it happened. Where does it 


lead? What are its implications? 


Thus the newspaper must analyze events. It must sum 
up and clarify happenings. It must sift, weigh and inter- 
pret. And no agency is so well fitted by experience and 


facilities to perform this public service. 


From this daily contact and relationship flows one of the 


most powerful stimuli to advertising response. 


WHEN YOU WANT 


Traditionally the public looks to the newspaper for 


guidance. People expect the newspaper to help them 
understand, to aid them form their judgment, to give them 
their ideas regarding government and business, men and 


merchandise. 


This relationship is personal and dynamic. It trans- 


cends the mere circulation of printed sheets. 


It is a force which extends to the advertiser’s offerings 
. .. opens for him at once the purse of the public and starts 


buying action. 


Why Retailers Sell Billions Annually 


This quality of newspaper advertising is not enjoyed by 
any other form of advertising. It is the reason why the 


newspaper is basic to advertising. 


Readers turn consciously to the advertising columns of 
their newspaper. They expect to find advertisments in 
their newspaper and they read them in a buying frame of 


mind. 


Thus, the advertiser can present in picture and text the 
merits of his product not only in the locality where his 
merchandise is on display but at the time at which his 


prospects are in a buying frame of mind. 


Chicano 


THE WORLD’S 


NEWSPAPER ADVERTISING IS 
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December 16, 1935 


ADVERTISING AGE 


TO GIVE PEOPLE 


NMleas! 


The measure of this frame of mind which works with the 
advertiser rather than against him is illustrated by the 
millions of dollars spent daily by retail merchants for 


newspaper advertising. 


The history of retail advertising in this country is one 
of amazing growth. No nation can match America for its 


stores .. . their number, size and sales volume. 


And inseparably a prime factor in their development and 


billion dollar sales is their use of newspaper advertising. 


The Consumer’s Own Advertising Medium 


Retailers capitalize the electric relationship between 
newspaper and reader. Through the newspaper they reach 
an audience already assembled and interested . . . one 


habituated to receive ideas from newspaper columns. 


It is the newspaper which is the watchdog of American 
rights, which has won the confidence of American citizens. 
It is the newspaper to which people look for counsel 
and guidance, to which they turn first when in the 


mood to buy. 


When you advertise in newspapers you make use of the 


consumer’s own advertising medium. 


You back up and intensify the localized promotion of 


your own dealers. Further, your newspaper consumer 


Tribune 


GREATEST NEWSPAPER 


POINT-OF-SHOPPING ADVERTISING 


advertising is in effect dealer trade advertising . . . at no 


additional cost. 


Newspapers enable you to meet sudden emergencies, 
specific sales problems. They can be used to meet competi- 
tion or to put pressure in markets where sales potentials 


are high. 


To Get Your Share of Chicago's 
Buying Now 


Newspapers have carried the load in broadening the 
market for old products and in developing new industries. 
Where it is necessary to sell the public a new idea, a new 


habit, manufacturers turn to the newspaper. 


Chicago is the market in which many such products were 
first advertised and from which they expanded to national 
success. It is a market in which advertisers are now benefit- 


ing by the notable increases in public buying. 


To get your share of the sales volume now available in 
Chicago, you can depend on the newspaper. It is the 
primary medium through which the people of this market 
get their buying ideas. 


It is the medium which, more than any other, has 
demonstrated, day in and day out, its power to sell mer- 


chandise in volume. 
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ADVERTISING AGE 


December 16, 1935 


NASH COPY IS 
NOT TRUE, SAYS 
TRAFFIC JUDGE 


Chicago, Dec. 11.—-Demand that 
Nash Motors Company and The Sat- 
urday Evening Post retract a state- 
ment made in the Dec. 7 issue of 
the weekly has been made by Traf- 
fic Judge John Gutknecht, the latter 
announced over the weekly broad- 
cast from his court Monday night. 

The Nash advertisement, empha- 
sizing the safety of the Nash “400,” 
said: “A mile a minute is America’s 
diet! Every day on Chicago's outer 
drive, for example, they hit ‘50’ and 
‘60’ in bunches.” 

It was the second sentence which 
aroused Judge Gutknecht’s ire. He 
characterized it as a “libel” on Chi- 
cago and its law-enforcing agencies. 

He also paid his respects to the 
statement made in a direct mail 
campaign by another manufacturer, 
whom he failed to identify. This 
ear producer, the judge said, asserted 
in his advertising “that only cour- 
tesy will permit the driver of an- 


other car to get ahead of the owner 
of this automobile.” 

His protest to this manufacturer 
|has gone unheeded, the judge said 
in his broadcast. 


Speed Called Menace 


He concluded with the statement 
that Chicago has had only two pe- 
riods in two years without fatalities 
from motor accidents. 

“Both periods,” he said, “were 
during weather when the streets 
were so slippery that motorists were 
compelled to cut their speeds down 
to 30 miles an hour. This seems to 
prove beyond the shadow of a doubt 
that speed alone is responsible for 
the mounting death toll.” 

Judge Gutknecht predicted that 
unless car manufacturers themselves 
take the initiative in reducing this 
tragic loss, the government will be 
forced by rising public indignation 
to remove these lethal weapons from 
the thoroughfares. An alternative, 
he said, would be to promulgate 
specifications for automobiles which 
would make them incapable of trav- 
eling faster than 30 miles an hour. 


Houghton with F. & E. 


Harry E. Houghton, formerly vice- 
president of Geyer-Cornell Company, 
Inc., New York, and previously gen- 
eral sales manager of Sesamee Lock 
Company, and sales promotion and ad- 


CONTINENTAL AGENCY NETWORK HOLDS ANNUAL MEETING 


Round-table discussion of problems marked the Continental meeting in Cincinnati. John Falkner Arndt 
& Co., Philadelphia, continue for another year as headquarters agency for the network. 


vertising manager of Aetna Life In- 
surance Company, has joined Fletcher 


& Ellis, Inc., New York, in an ex- 
ecutive capacity. 


PY — 
ts a bee line to your 
@ nearest dealer 


My" it easy for your prospects to find your dealers. 
Don’t take the chance that they'll get side-tracked 


to somebody else’s dealers. 381 
. . . . ca 
When your trade mark is listed in the classified 7 
telephone book, you definitely point out the author- wate 
P, Cl 
ized outlets that sell your brand. i 
Pall 
Let us furnish the facts as applied to your business. tics “ 1 a ai 
o? eis er 
AMERICAN TELEPHONE & TELEGRAPH CO., Trade Mark Service Division 4 gt Pets sid gh 
CFD gore ie NG Falled “BG 
195 Broadway, New York yf 4 311 W. Washington St., Chicago ‘ . set nes te ean, 
(EXchange 3-9800) (\ (OFFicial 9300) sins Sin FO a Saat 
4 Yor etna 


Monk to Direct New 
Campaign for Dairy 
Howard H. Monk Advertising, 
Rockford, Ill., the agency which pre- 
pared the advertisements for Rock- 
ford Dairies, Inc., described in Ap- 
VERTISING AGE of Nov. 25, has been 
retained by the company to prepare 
a similar campaign. The original 
campaign consisted of small space ad- 
vertisements, in which uses for the 
dairy’s products were related to spe 
cific human interest incidents in 
Rockford life. 


United Steel to Federal 


United Steel & Wire Company, 
Battle Creek, Mich., has appointed 
Federal Advertising Agency, New 
York, to handle its account. 


Golfers 


on SKIS 


ALL YEAR ‘round typical-read- 
ers* of SPORTS ILLUSTRATED 


are on the go—for sports. 


NOW you'll find them revelling 
in the snow or setting out for 
smart Southern resorts—for 
sports. 


SOON they'll be buying equip- 
ment and clothes for 


GOLF 
BOATING 
TENNIS 
ETC, 
*Other peoples’ 


luxuries are 
their necessities 


SPORTS 


ILLUSTRATED 


432 4TH AVE., NEW YORK, N. Y. 
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ROLL CALL 
| of ADVERTISERS i 
| THIS WEEK 
| 
ADVERTISER AGENCY | 
A. & F. Products J. C. Bull, Inc. 
Admiracion Laboratories, Inc. Charles Dallas Reach Co. 
Alicock Manufacturing Co. Small, Kieppoer & Seiffer, Inc. 
American Earphone Co. The Alfred Bou Company 
American Radiator Co. Blaker Advertising Agency. Inc. 
— yaa Federal Advertising Agency, lac. 
The Autopoint Company Ruthrauf & Ryan, lac. 
Baby Touch Hair Remover Co. 
| in . BY 21 NEWSPAPER PUBLISHERS 
| Bathasweet Corp. The H. M. Kiesewetter Adv. Agy., Inc. 
Battle Creek Food Co. Erwin, Wasey & Company, Lid. 
Beech-Nut Packing Co. McCano-Erickson, lac. 
| Bell & Company Anderson, Davis & Plate, Inc. 
= q Walter J. Black, Inc. Denhard, Pfeiffer & Wells, Inc. 
Schwab & Beary, Inc. 
t= — ABOUT THIS WEEK ... AND 
The Borden Co. Young & Rubicam, Inc. 
— California Fruit G Exchang: Lord & Thomas 
Chicago, Duluth, Georgian Bay 
Transit Company Campbell Ewald Co. 
m Colgate-Palmolive-Peet Co. Benton & Bowles, Inc. : 
ir i N Inc. & Salomon 
ry ttn LOWER ADVERTISING COSTS 
pre- "= “The G. Lyon Sumoer Company, Inc: 
ock- Dodge Brothers Corp. Ruthrauff & Ryan, Inc. 
AD- Doo Tee Sales Agency Albert A. Drennan Advertising 
een Doubleday, One Dollar Book Club Schwab & Beaty. Inc. 
are Henry A. Dreer, Inc. N. W. Ayer & Son, lac. 
inal Edwin Cigar Co. Gelles Advertising Agency, Inc. 
ad- Ethyl Gasoline Corp. Baten, Barton, Durstine & Osborn, Inc. 
ireside Industri inc. F. lac. 
bg nee agg en INE months ago we joined together to That was the point only the advertiser could 
in General Foods Corp. Young & Rubicam, Ic.  z 
General Mills, Inc. metwtesetnemmtes publish as an integral part of our Sunday answer—and a point that has now been demon- 
Gore Products, Inc. Pritchard & Thompson Adv. Agy, Inc. 
Scr dowigalaan ~arreprasveraee newspapers, a colorful, dramatic, first class maga- strated beyond all our expectations. ; 
I Hawaiian Pineapple Co.,Lid. NW. pen i “i etal 5 
ny, in all aia In the first'nine months of publication 95 adver- 
New oe a pti ont It is only fair to ask: What have been the results? tisers have used Tus Weex. They have the proof 
The Hubinger Company Ralph Moore, Inc. 
= iam — tmmen Our combined circulation figures tell their own | actual experience that Tus Wesx sells goods. 
Kotex Company Lord & Thomas 
nee i ic pr ronan story of Tuis Weer's reception by our readers. Last Tus Week welds info a strong new advertising 
r poset on ey allay maa year our circulations totaled roughly 4,000,000. tool, the sales power of our 21 newspapers. It offers 
homens ae anamn te Today they approximate 4,500,000—a gain of half a color advertising that, in magazines, costs 40% to 
Loose-Wiles Biscuit Co. Newell-Emmett Co., Inc. 
po -horhe gale gr million new friends. 70% more; it gives the advertiser 3 to 5 times as 
Mademoiselle Magazine Kimball, Hubbard & Powel, Inc. F 
pc ge scetnganaian toe From intimate contacts with our readers—and much coverage as leading national magazines in 
Relehitetinhs — tauaemenin thousands of actual house-to-house tests—we know our 91 ending ssenn, and pats belie ro 
National Biscuit Co. s 
— lO that Tus Weex has been warmly received in the the local sales punch of these great newspapers. 
= a ig ‘ 
lewspaper Institute merica son, Inc. ome. 
ree ee rcttns tet Atvesttne Case We, as responsible newspaper publishers, say 
hina ar cule But would it sell goods? Would it reflect the that Tuts Weer has clicked with our readers—has 
‘elon Aimee ———— sales power of our 21 newspapers in these profit- built circulation and held circulation for us—and 
aan. teased able major markets? has demonstrated itself as a powerful sales medium. 
ten oe eal Batten. Barton, Durstine & Osborn, Inc. 
oad- Pillsbury Flour Mills Co. Hutchinson Advertising Co. 
‘ED ey 
ona et Gamble ~ The Maman Co "ip $y, m J vf a 
ling nt eo Inc. Charles Gross & Associates re Abb se (a ° po os EX ~ &. 
for Banten, Barton, Durstine & Osborn, Inc. THE ATLANTA JOURNAL THE BALTIMORE SUN & AGE-HERALD THE BOSTON HERALD THE BUFFALO TIES 
for Paul Rieger & Co. Gundlach Advertising Agency . 
Romano's Coin Shop E. H. Brown Advertising Agency 
Reovere Beetiars Hae. atncue f FOS " Pus si icon: 3 /- 
; Z Royal Typewriter Co., oe. Hanfl-Metzger, Inc. 4 —— 
—_ TeRiee ees Gee THE CHICAGO DAILY NEWS THE CINCINNATI ENQUIRER CLEVELAND PLAIN DEALER THE DALLAS MORNING NEWS THE DETROIT NEWws 
Scott Paper Company J. Walter Thompson Co. 
Seeck & Kade, Inc. J. Waker Thompson Co. ; 
Seminole Paper Corp. Paris & Peart 4 
W. A. Sheaffer Pen Co. McJuaken Advertisiog Co. Yi 
Singer Sewing Machine Co. The G. Lynn Sumner Co., Inc. lien Wp, Ue . J ease of ‘ a eee 
Siroil Laboratories Martin, Inc. — 
‘The Sp Rike Male Pin Co. Conley Advertising Agy. THE INDIANAPOLIS SUNDAY STAR THE MEMPHIS COMMERCIAL APPEAL THE MILWAUKEE JOURNAL THE MINNEAPOLIS JOURNAL THE NEW ORLEANS ITEM-TRIBUNE 
rc. aah Gces, snqmeaemenieen 
William R, Warner Co. Cecil, Warwick & Cecil, Inc. : 
Wasey Products Inc. Erwin, Wasey & Co., Inc. ‘ Lo 
ilson, Inst. Topping & Inc. i, tt. d. tL — 
oe Gaee lac. iennan te pian Hee. pe ee, J a DOa2k Ml Cruel ern G 7 Weg LaShetot, 
William Wrigley, Jr., Co. Neisser-Meyerhoff, Inc. NEW YORK HERALD TRIBUNE OMAHA WORLD-HERALD PHILADELPHIA RECORD ‘THE PITTSBURGH PRESS ST. LOUIS GLOBE-DEMOCRAT THE WASHINGTON SUNDAY STAR 
ae | + ody on yoga ae & Hohman, Inc. 
Hawaiian Tattoo Lipstick Phelps-Engel-Phelps, lac. 
. Savage Lipstick Phelps-Engel-Phelps, Inc. 
| UNITED NEWSPAPERS MAGAZINE CORPORATION: 420 LEXINGTON AVENUE, NEW YORK CITY 
Y. 
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Easter Carton 
Sells Eggs and 
Color Together 


Pittsburgh, Pa., Dec. 11—A new 
Easter carton for selling eggs and 
Easter egg colors together, making 
each help sell the other, and get- 
ting the profit of a specialty on both, 
has been designed and is being in- 
troduced by R. C. McAteer Com- 
pany, maker of Swansdown Pure 
Food Tints. 

All the “makin’s” of an interest- 
ing variety of Easter eggs, with full 
directions and pictures, are offered 
together in a single highly decora- 


ted package, a new adaptation of 
the principle of related sales. 

The package is a square carton 
with 16 compartments, of the char- 
acter ordinarily found in egg car- 
tons. The four center compartments 
are “cut away” to make room for 
the package of tints, containing six 
approved edible colors. The remain- 
ing compartments will hold one 
dozen eggs. Retail price of the com- 
bination will be in the grocer’s own 
control. 

A woman who buys Easter colors 
in a grocer’s store, because they 
happen to catch her eye, may buy 
eggs elsewhere, while the woman 
who buys eggs in the store, may 
take the eggs home and decorate 
them without the use of special col- 
oring material, the company points 


out. The new package is designed 
to help the grocer make both sales. 
The McAteer Company has applied 
for patents on the package. The 
McAteer tints will still be available 
in the regular way, for display and 
sale as a separate item. 


Pedonti Appointed 


Frank Pedonti, messenger in the 
office of Gov. James M. Curley of 
Massachusetts, has been appointed 
supervisor of outdoor advertising in 
the Massachusetts State Department 
of Public Works. 


Leo with Paris & Peart 


Arnold G. Leo, formerly with Bat- 
ten, Barton, Durstine & Osborn, Inc., 
New York, has joined the copy staff 
of Paris & Peart, New York. 


operative project. The exhibit, called 
“Prize Prints in Pure Silk,” was 
opened under the auspices of the 
American Federation of Arts at 
Rockefeller Center last week. The 


PRIZE - WINNING 
SILK PATTERNS collection was selected by the Feder. 
ation from designs created by New 
York high school students and en- 
TOUR | ? CITIES tered in a Guild-sponsored competi- 
tion. A group of manufacturers put 


the 12 designs into production, and 
the manufactured silks are shown in 
conjunction with the original de- 
signs. In addition, Vogue created 
special patterns. 

The exhibit will be routed to 12 
key cities. During each showing, a 
local store will feature the prints in 
their displays and newspaper adver- 
tising. 

Stores participating are Lord & 
Taylor, New York; Marshall Field 


New York, Dec. 12.—The Interna- 
tional Silk Guild, which has been 
conducting a campaign in class mag- 
azines for more than a year for the 
purpose of increasing use of silk 
fabrics, has launched a new pro- 
gram involving exhibit of prize-win- 
ning patterns in art galleries and 
museums. 

This will be the Guild’s first co- 


202,22 8 
OOMPAH! 


VOTE 


FOR THE 


Bose wide reader influence of The Courier-Journal and The Louisville Times was 
again demonstrated when 110,624 men and women and 91,604 boys and girls cast their 
votes, on a ballot printed only one day in these papers, for their favorite comic character. 

While the results of the “Comic Election” may be of little or no interest to mem- 
bers of the advertising profession, the size and distribution of the vote, which came 
from 112 Kentucky counties and 22 counties in Indiana clearly indicates the tremendous 
influence that is exerted by these newspapers throughout the state of Kentucky and in 
Southern Indiana. These voters acted with no hope of reward save that of seeing their 
favorite win. And advertisers can cash in on this proven reader acceptance by con- 


centrating their message in... 


¢ Conricer-Zournal 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


CZ 


& Co., Chicago; Bullock’s, Los An- 
geles; Scruggs-Vandevoort - Barney, 
St. Louis; Emory, Bird & Thayer, 
Kansas City; Joseph Horne Com- 
pany, Pittsburgh, and Jordan Marsh, 
Boston. Prize print manufacturers 
were Belding-Heminway Corticelli 
Company, Cheney Bros., Foreman 
Silks, H. R. Mallinson & Co., Inc, 
Menke-Kaufmann & Co., William 
Rose, L. & E. Stirn and J. A. Wag- 
enbauer. 


Advertising Continues 


The Guild’s advertising during the 
year has appeared in black and 
white and in color in such publica- 
tions as Fashions Art, Harper’s 
Bazaar, Junior League, New Yorker, 
Waldorf-Astoria Magazine, along 
with trade copy in Women’s Wear 
Daily. 

Some of this copy has been ex- 
tremely novel. The recent Fashions 
Art page, for example, contained a 
picture of a Christmas gift box 
placed diagonally on the page. The 
cover lifted to reveal four pages 
tipped on, these pages featuring silk 
gifts in accessories, men’s furnish- 
ings, women’s intimate apparel and 
negligee classifications. One of the 
most discussed advertisements of 
the campaign appeared in the Octo- 
ber issue of Harper’s Bazaar, show- 
ing a couple in formal attire under 
the canopy of a swank hotel. 

The Guild expects to continue this 
type of advertising, selling the gen- 
eral consumer the acceptance of 
silk importance by the country’s 
fashion pace-setters. 


Form Radio Agency 


Palange, Abrahams & Palange, 
newly formed radio agency, have 
taken space in the RKO Building, 
Rockefeller Center, New York, They 
expect to open a branch in Chicago 
in a few months. 

Angelo Palange has been sports 
commentator and announcer for 
WMCA for the past ten years. Phil 
Abrahams was also with WMCA. 
Edward A. Palange is an attorney. 


Why do the 


most successful 
automobile and _ insurance 
salesmen belong to _ golf 
clubs? No sitting at desks and 
guessing for them. They 
MUST sell. 

GOLFING, published April to Au- 


gust inclusive, has 300,000 private 
golf club member circulation. 


he 


The Pick of the 
Pack for Christmas 
See Page 42 
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Further Proof That 


Boston is a MORNIN G-paper city 


momma 
Newspapers 


and its dominant 


MORNING Newspaper is 


be Boston Post 


Boston's six largest department 
stores spent over 50% more of 
their advertising budget in Bos- 
ton'’s four MORNING newspapers 


than in Boston's four evening 
newspapers. 


The totals represent week-day advertising expenditures only, 
and do not include any advertising run in Sunday Sh 


The Total Advertising Expenditure 
by Boston’s six largest department stores 
from January 1, 1935, to November 23, 
1935, in the four Boston MORNING 
newspapers--Boston Post, Boston Herald, 
Morning Globe, and Boston Record—was 


$892,809 


Compare this sum with that spent by 
the same stores during the same period in 
the four Boston EVENING newspapers 
—The Boston Traveler, Boston Evening 
Globe, Boston American and Boston 
Transcript—which totaled............. 


$579,920 


A difference of over 50% more spent 
in Boston’s MORNING newspapers... 


$312,889 


Che Boston Vost 


a paid daily circu- 
A GAIN of tees 4 copies per day 


lation of any News- 
paper or Magazine 
over the same period last year, without contests, subscription premiums, 
or circulation-padding schemes of any name or nature 


in New England. 


Department 
Store No. 1 


Department 
Store No. 2 


Department 
Store No. 3 


$109,213 ‘ = 


Department 
Store No. 4 


$110,692 


Department 
Store No. 5 


$96,466 


Department 
Store No. 6 


$64,881 


Department 
Store No. 1 


Department 
Store No. 3 


$71,586 


Department 
Store No. 4 


$67,393 


Department 
Store No. 5 


$55,949 


Department 
Store No. 6 


$41,164 


$579,920 
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BERRY PROFFERS 
13 OBJECTIVES 
FOR BUSINESS 


Says They ‘Represent Con- 
sensus of Suggestions 


Washington, D. C., Dec. 12.—In 
spite of the disruption of Monday’s 
proposed meeting of an industry- 
labor round table, Major George L. 
Berry has made public a list of 13 
objectives which he says are a sum- 
mary of “thousands of proposals 
made by business and other groups.” 

John W. O’Leary, whose debate 
with Major Berry made Page 1 of 
newspapers throughout the country, 
issued a statement saying that his 
only object was to open discussion 
on the question as to whether forma- 
tion of a national Industrial Council 
was generally desired. Mr. O’Leary, 
who is president of Machinery and 
Allied Products Institute, Chicago, 
said many business men oppose for- 
mation of such an organization and 
that they feared the steam roller 
would operate at the Washington 
gathering. 

Major Berry’s list of objectives, 
said to have come out of round table 
conferences held after the O’Leary 
challenge, follows: 


Presents Platform 


1. Amendment of the Federal 
Trade Commission Act granting the 
commission more authority to meet 
fair-trade-practice and working-hour 
requirements. 

2. Enactment 
work-week law. 

3. Enactment of the O’Mahoney 
bill for licensing and taxation of 
all corporations in interstate com- 
merce. 

4. Modification of the anti-trust 
laws. 

5. Establishment of a federal sub- 
sidy for business as a means of in- 
creasing employment. 

6. Consideration of the effect upon 
domestic production of the compo- 
sition of imports from foreign coun- 
tries. 

7. Establishment of a national in- 
dustrial organization to .concern 
itself with federal and state business 
legislation. 

8. Consideration of allocating the 
jobless to all industries on the basis 
of normal employment. 

9. Encouragement of new indus- 
tries to absorb the unemployed. 

10. Establishment of an industrial 
council under federal auspices to 
promote federal cooperation. 

11. Examination of the taxation 
question and its relationship to un- 
employment. 

12. Consideration of a national 
program for training labor, with a 
view to meeting the shortages de- 
veloping in many skilled employ: 
ments. 

13. Establishment, under the cen- 
sus clause of the Constitution, of a 
system of unemployment census, pro- 
viding a job inventory to be used 
by a federal employment office in 
placing workers. 


of a maximum 


United to MacFarland 


United Distillers of America, Ltd., 
Chicago, has placed its advertising 
with Hays MacFarland & Co. A pre- 
vious announcement that it had gone 
to Stack-Goble Advertising Agency 
was premature, as client and agency 
were unable to agree on details of 
representation. 


Hall Linton Promoted, 
D. V. McLeod Shifted 


Consolidated Press Limited, To- 
ronto, has appointed Hall Linton, for. 
merly of the advertising staff of The 
Farmer, as manager of the research 
and promotion department function- 
ing on all of its 11 publications. 

Mr. Linton is succeeded on the staff 
of The Farmer by D. V. McLeod, for- 
merly of the Montreal office of Con- 
solidated Press, Limited, and re 
cently representative of The Farmer 
in Toronto and eastern territory. 


Frye to Walter Baker; 
Haensler Succeeds Him 


Howard O. Frye, formerly associate 
merchandising manager in charge of 
General Foods’ institutional sales de- 
partment, has been elected vice-presi- 
dent and general manager of Walter 
Baker & Co., Inc., Dorchester, Mass. 

Mr. Frye joined General Foods in 
1927 when the company acquired 
Walter Baker & Co., of which he was 
assistant sales and advertising man- 
ager. He is succeeded in the insti- 
tution sales department by W. E. 
Haensler. 


Now Symons Company 


Due to the withdrawal of A. G. 
Carlson from the organization, the 
firm name of Carlson & Symons, In- 
vestment Bidg., Pittsburgh, has been 
changed to The Symons Company. 


Dante Pierce 
Is Purchaser 


Of Iowa Paper 


Des Moines, Ia., Dec. 12.—Paying 
$1,013,000 for the property, Dante 
M. Pierce last Saturday came into 
possession of Wallaces’ Farmer and 
Towa Homestead, representing the 
paper he sold to the Wallaces in 
1929, as well as the publication 
which absorbed it. Mr. Pierce, head 
of the James M. Pierce Corporation, 
has been serving as receiver for the 
combined publications. 

The Wallaces bought. Jowa Home- 
stead from Mr. Pierce in October, 
1929, and merged it with their own 


Wallaces’ Farmer, with the inten- 
tion of creating a dominant state 
farm journal. With the advent of 
the depression, however, the family 
found itself unable to meet notes as 
they fell due and the Pierce Corpor- 
ation eventually foreclosed, with 
Mr. Pierce being named as receiver. 

The current sale was made to 
satisfy a mortgage of $2,224,742, the 
Pierce Corporation receiving a de- 
ficiency judgment for the difference 
between its bid and the total due. 
No other bids were received. 


Sale Is Piecemeal 


The sale today was made piece- 
meal, $500,000 being paid for real 
estate; $138,000 for cash, accounts 
receivable, notes receivable, and in- 
ventory; $350,000 for furniture, fix- 
tures, motor vehicles, and equip 


ment, and $250,000 for circulation, 
good will, and all other property. 

The buyer received a certificate 
of purchase for the real estate, this 
certificate being subject to redemp. 
tion within a year if the Wallaces 
pay the amount bid plus interest. 
In the meantime, Henry A. Wallace, 
Secretary of Agriculture, will serve 
as “editor on leave of absence,” the 
new owners announced. 


Haley M. O. Bought 


by Sterling Products 
Charles H. Phillips Chemical Com- 
pany, New York, subsidiary of Sterl- 
ing Products, Inc., has bought Haley 
M-O Company from Wasey Products, 
Publication advertising will be 
handled by Thompson-Koch Company, 
Cincinnati; radio by Blackett-Sample- 
Hummert, New York. 
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CAPITAL DAILY 
PEEPS BACK AT 
ANCIENT COPY 


Washington, D. C., Dec. 12.—The 
Washington Daily News, a Scripps- 
Howard newspaper, is featuring ad- 
vertisements found in old magazines. 
The reviewer is Ernie Pyle, traveling 
feature writer, 

The August, 1905, issue of Century 
is given special scrutiny with the 
comment that the “advertising sec- 


tions of 1905 are more fascinating 
than the reading matter.” 

The Franklin automobile is men- 
tioned with its advertisement of a 
“Gentleman’s Roadster.” It “looked 
like a go-cart,” the writer said, quot- 
ing the advertisement which boasted 
that the machine had crossed the con- 
tinent in 33 days. 


Recalls Oldsmobile Copy 


“In 1905 Oldsmobile ran a full 
page advertisement in Century, 
headed ‘You Live in the Country, You 
Work in the City,’” Pyle said, “the 
idea being that with an Oldsmobile 
distance was nothing. The picture 
showed a handsome Wall Streeter 
speeding away from his country 
estate, turned around in his seat and 
waving back at the mansion. I’m 


positive that five seconds later he 
either hit a horse and buggy head-on, 
or fell completely out of the car.” 

Advertisements of another automo- 
bile which featured a flywheel with 
fan blades are given attention. The 
idea was to “send a powerful blast 
of air under the car toward the rear 
axle, destroying the vacuum caused 
by the swiftly moving car and driv- 
ing away all dust.” 

The feature writer continued: 


“Lord and Thomas, the advertising 
agency, was running ‘Talks on Ad- 
vertising,’ just as it is today. ‘To 
Whom Are You Advertising?’ asked 
its 1905 headline. ‘Whom Does Your 
Advertising Interest Besides Your- 
self?’ says its current ad. 

“My favorite 1905 ad was the one 
for Mellin’s Baby Food. It showed 


an oval-framed picture of a beautiful 
little girl named Elizabeth Brock of 
Macon, Mo, Elizabeth, the ad says, 
‘was raised on Mellin’s Food from 
birth and is noted everywhere for 
her sunny disposition and perfect 
health.’ Elizabeth, I would figure, is 
about 33 now, and if anybody who 
reads this should happen to know 
her, I wish he’d write and tell me 
how she’s feeling.” 


CBS Elects Butcher 


Harry C. Butcher, manager of the 
CBS Washington office and president 
of the Old Dominion Broadcasting 
Company, which operates WJSV at 
Alexandria, Va., CBS Washington 
outlet, has been elected vice-president 
of the Columbia Broadcasting Sys- 
tem. 


QF A NATION! 


Have you noticed how difficult it is to change a man’s mind by writing him letters, how 


easy if you can sit down and chat for a few minutes? ; 


Every industrialist has found that he can alter people’s opinions, smooth out danger- 


ous crises, sway obstinate labor leaders, convince skeptical bankers, intrigue phlegmatic 


Vice-Presidents in Charge of Purchasing—if he can only talk to them. 


In your own office you can talk comfortably to perhaps fifteen people; in the directors’ 


room to twice.as many. But there is a way by which you can talk to millions of people— 


five, ten, twenty million and more—all at the same time, yet in as friendly and casual a 


manner as if their elbows were propped on your desk. 


That way is the way of radio broadcasting via CBS, the world’s largest radio network. 


It brings to mass selling the friendly warmth and persuasiveness of armchair-to-armchair 


conversation. It has brought to CBS a sales volume four times what it was six years ago, 


has prompted more than 80% of Columbia advertisers to renew their contracts. 


It enables you to win new users for your product at the same second and with the 


same broadcast in markets as far apart as Largo, Florida, and Tatoosh, Washington, 


most widely separated of U.S. towns, or as different as New York, with ten million 


subway and skyscraper habitues, and Coon Rapids, Iowa, with 214 corn farmers. 


Day after day, night after night, it helps CBS advertisers make a neighborhood of a nation. 


THE COLUMBIA BROADCASTING SYSTEM, INC. 


‘WORLD'S LARGEST RADIO NETWORK @ 485 MADISON AVENUE. NEW YORK CITY 


CHEERFUL THEME 


I am the Spirit of 
Forest Lawn : : - 
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FOREST LAWN MEMORIAL-PARK ASSOCIATION, = 
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This large space newspaper adver- 

tisement for Forest Lawn Memorial 

Park, Glendale, Cal., strikes an 

unusual note in cemetery adver- 
tising. 


Chicago Party 
To Be Sell-Out 


Chicago, Dec. 12.—With the annual 
benefit Christmas party of the Chi- 
cago Federated Advertising Club still 
a week away, Peggy Chase, Kier Let- 
ter Company, general chairman, ex- 
pressed complete confidence that all 
of the 1,700 places which can be 
squeezed into the Grand Ballroom of 
the Stevens Hotel will be seld be- 
fore this week is out. 

The party, proceeds of which will 
benefit the Off-the-Street Club, pet 
charity of Chicago advertising men, 
and the vocational fund of the adver- 
tising club, will be enlivened by an 
impressive galaxy of stage, screen 
and radio stars, and by the distribu- 
tion of a wide variety of gifts and 
samples. As the climax of the dis- 
tribution of gifts, a Pontiac sedan 
will be driven away from the Stevens 
by one fortunate person in attend- 
ance. 

Assisting Miss Chase in the mam- 
moth task of putting over the party 
are Janet Olsen, Kier Letter Com- 
pany, ticket chairman; Virgil Anger- 
man, Popular Mechanics, donation 
chairman; Mercedes Hurst, Common- 
wealth Edison Company, publicity 
chairman; E. J. Heimer, Barrett- 
Cravens Company, program chair- 
man; and George McKiernan, George 
McKiernan Company, assistant pro- 
gram chairman. 


Maxon Gets More 


Maxon, Inc., Detroit, has been ap- 
pointed for advertising of the air 
conditioning and heating department 
of General Electric Company, Bloom- 
field, N. J., in addition to other G. E. 
accounts now handled by the agency. 


Kranzberg Opens Agency 

Paul D. Kranzberg and Samuel 
Krupnick, members of the advertis- 
ing staff of St. Louis Post Dispatch 
for the past five years, have estab- 
lished Paul D. Kranzberg & Associ- 
ates, 1108 Louderman Bldg., St. 
Louis, to engage in advertising and 
sales promotion. 


Backus Appoints Marshall 


A. Backus Jr. & Sons, Detroit, 
makers of bakers’ woodenware, have 
appointed R. Marshall, Detroit, for 
their advertising. Business papers 
and direct mail will be used. 


Mathes Named 


J. M. Mathes, Inc., New York, has 
been appointed by the York Ice Ma- 
chinery Corporation, York, Pa., manu- 
facturer of air conditioning and re- 
frigerating equipment. National 
magazines, business and trade papers 
and direct mail will be used. Frank 
Chalmers is advertising manager; 
Charles R. Marshall, the account ex- 
ecutive. 


LeQuatte Talks 


H. B. LeQuatte, president of 
Churchill-Hall, Inc., New York ad- 
dressed members of the New York 
State League of Savings and Loan 
Associations at the Advertising Club, 


New York, Dec. 13. 
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“Register and Tribune” 


Shifts Swan, Meyers 


Joyce A. Swan, for the past three 
years promotion manager of the Des 
Moines, Ia., Register and Tribune, 
has been named personal assistant to 
John Cowles, associate publisher, and 
Gardner Cowles, Jr., executive editor. 

Vernon C. Meyers, assistant pro- 
motion manager, succeeds Mr. Swan 
as head of the promotion department 


Issue Directory 


of Representatives 
Reynolds-Fitzgerald, Inc., Chicago, 
has issued its annual directory of 
Chicago representatives and their 
papers. 
A limited supply is available for 
distribution to agencies. 


GE Promotes Crawford 


James H. Crawford, who has been 
associated with the General Electric 
Company for over 30 years, has been 
appointed construction material sales 
manager for the appliance and mer- 
chandise department at Bridgeport, 
Conn. He will supervise the sale of 
such electrical building materials as 
wire and cable, wiring devices and 
conduit products in addition to auto- 
motive, York and miscellaneous prod- 
ucts and accessory equipment. 


Barnes Retains Rickerd 


Barnes Products Company, Detroit, 
maker of store scales, has appointed 
C. E. Rickerd Advertising Agency, 
Detroit, for its advertising. Promo- 
tion plans have not been completed, 
but design of an entirely new scale 
is in progress. 


COLD TURKEY’ 
OFF MENU FOR 
METROPOLITAN 


New York, Dec. 11—How “cold 
turkey” has been removed from the 
diet of agents of the Metropolitan 
Life Insurance Company was re- 
vealed at a meeting of the Eastern 
Round Table of the Life Advertisers 
Association at the Hotel Pennsyl- 
vania yesterday. 

Max C. Fisher, of the Metropolitan, 
told how sales promotion material 


had made salesmen’s calls more 
fruitful, thus reducing turnover. 
Others who spoke were Mary F., Bar- 
ber, Penn Mutual Life Insurance 
Company; Arthur H. Reddall, Equi- 
table Life of New York; C. V. Pick- 
ering, Aetna Life, and Kenilworth H. 
Mathus, Connecticut Mutual Life. 

Mr. Fisher explained that Metro 
politan undertook a study of produc- 
tion methods and habits of field men. 
This required 112 days with 195 
agents in five separate markets, 
trained observers accompanying the 
salesmen on their regular rounds, 
and thus studying 4,000 calls. 

Shows Organization Need 

The analysis indicated need of a 

program of time control, definite 


prospecting methods and organized 
sales talks. To eliminate the cold 


The Washington Herald marches on 
to new and significant records 


IN 


108,195 . 
187,892 . 


91,477 . 
116,028 . 


paper. 


718. . 
71,864 . . 


CIRCULATION 


Publishers Statement to A. B. C. for six months 
ending Sept. 30, 1935. 


TOTAL 
+s « » A 
SUNDAY 


CITY AND SUBURBAN 


DAILY 
SUNDAY 


(1 out of 2 families) 


. . . . 


(2 out of 3 families) 


COUNTRY 
~« «> » BS 
. » »« » SUNDAY 


These figures mark a new all time high for 
the Daily Herald and a new all time September 
high for the Sunday Herald—the largest total 
Sunday circulation of any Washington news- 


IN ADVERTISING 
GAINS 


The largest gains in local, classified and total 
advertising of any Washington paper for the 


first eleven months of 1935. 
+ 


LOCAL 


Gain 1,330,578 lines 


ee ee 638,896 lines 
SE Fi thvedtenviieds 691,682 lines 
e 
CLASSIFIED 


Gain 421,181 lines 


335,443 lines 
85,738 lines 


Daily 
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TOTAL 


Gain 1,734,581 lines 


940,288 lines 
794,293 lines 


Daily 


CREE eeeet ee oe 


Here is a vital sales force in one of the country’s 
richest and most profitable markets 


THE WASHINGTON HERALD 


187,892 Readers every Sunday . . 


108,195 Readers every morning < / ) ff 
the of Washington 


New York Boston 


PAUL BLOCK AND ASSOCIATES — National Advertising Representatives 


Philadelphia Chicago 


Detroit 


Cincinnati 


Los Angeles 


San Francisco 


canvass, the company taught agents 
to use health booklets in making con- 
tacts with strangers. A chart, “Why 
Fear the Rainy Day,” was also found 
to be helpful in developing interest, 
through a portrayal of benefits of the 
industrial whole life policy. 

Friendly policyholders were also 
used as centers of influence from 
whom to obtain names of new pros- 
pects. Thus the cold canvass was 
converted into a reference call. Be- 
lieving that each sales talk should be 
supported with visual aids, the com- 
pany developed a series of pictures 
leading up to the chart. 

Almost as difficult as getting the 
data and developing the plan was the 
task of getting field men to use the 
strategy after it had been laid out. 
Each agent had to be shown that it 
was more effective than haphazard 
operations. When successful sales- 
men became noted as users of the 
plan, however, others readily adopted 
it. 


Chain Starts Paper 


National Retailer-Owned Grocers, 
Inc., Chicago, cooperative chain em- 
bracing 20,000 food stores, will enter 
the publishing business in January 
with a monthly periodical, The Co- 
(Gperative Merchandiser. Advertising 
will be accepted from a few manu- 
facturers who work closely with the 
chain. 


Seebasco Tests Radio 


Through the Andrew Cone Adver- 
tising Agency, New York, Seebasco 
Laboratories, Inc., Philadelphia, has 
started a radio series in Syracuse, 
Utica and Binghamton, N. Y., sup- 
plementing the newspaper test there 
on Quan-da-sac. 


Symphony for Glass 

The Pittsburgh Plate Glass Com- 
pany will present the Pittsburgh 
Symphony Orchestra under the baton 
of Antonio Modarelli in a series of 
weekly concerts over NBC shortly 
after Jan. 1 as a feature of its 1936 
promotion. 


ry Ny 


| 
dull ll 


int 


MAM Aa, 
YAY WW 


COPY SERVICE CO. 


ON'T take time to noodle 

cut packages in layouts. 
Paste in a direct-from-object 
photostat (Black - and - white, 
blue, or roto-tone). 
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ADVERTISING AGE 


Looky what we got THIS y 


FIRST RANKING 
in advertising lineage-gain among 
all “home interest’’ magazines; sec- 
ond among all general magazines. 


Average gain for all general maga- 
zines, 2.4%. The American Home, 


.. - 58.5% 


F 5" Saas be SST, Sard 3 OR Ce an ae 
jeg PO gee Be ae oot ae eae is Se 2 pet oe 


750,000 circulation 


250,000 more readers 
than in 1934. A gain 


of 50% 


eZ, 
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We gave ourselves the horn 


So if you hear a tootling, high and clear over Madi- 
son Avenue—that will be us, marching around the e 
office and blowing to our heart’s content. We feel | 


+ nis a me fully justified ... and anyway we want to practice 
To Ths. Svan up on next year’s Theme Song for Advertisers: 
ae “There’s No Place Like The American Home.”’ 
Amsnicam Hums. 
from The 
A meri 4 aa med an e a i ava O aka hing * Ao home 


335 a 
= ee a 21 : 
en A, ee LL 
nts 3 
con- a 
he % 
und - 4 
est, : 
the we 
also = 
from i 
ros- . sal 
was edd 
Be- ; ais. 
l be cae \\ fea 
om: Wis 2 
res Fa | 
the i Ee ete if to 
the as Ai a 
the Mae > x 
put, Co Be” igh” : ie 
t it MO rei tt % - } io 
ard 2 so — 4 
les- ae = ‘ ae 
ted re ks S \} \yne® 5 “ Hees 
Le \ r\\) - ee, i ee 
Yom oie 1 i. ad geet j = aw ; popes 
ers, if . 9" Fie aa Vy : 
.\) re: Cee ie + % 5 
—_ et eats iil Ge ‘ 
iter gut oo Pe * ja Se iy ’ 
Co- 7 2 a oe -. ae . : 
ing a gee pane ee Sine. 
nu- me i Pay s od 
the Simpl 4 4, & % a 
b 4 va “aX t 
-_ oe ye . 
TSA bh 0 
yer- ; s ati 
sco . hd , cq, aes 
has . A \\ a I ae 
se, sy oO ; ys Me ee Noe 
: ‘ J > 2 os ¥ igs SS De a s a f ; ss da . 
om- RSE yee. LG | ae tte 
rgh a ee ¥ : 3 ‘ag Sao . ee ; 
ton % { ne cd ie Sad 
of <a g : , 7a % ~ f & 
tly a : ; P . me. he CO . (ree - ar & ; 
-_ F aaah ey 
’ < : Z es eS Ge hr i 
4 itech, . in 
es F \ , a ey vat 
: . z A . ‘ I * re a 
ihe Y Printer” en = 
& " « Es 
ee a e.. 
Bere F ag 
< < e “4 ~ . > 
ig & je ge a i ‘ 
a si «till E Hak 
“ Re “d at . ’ 
a Ay ct " ™ © * des bs a : 
me — ot ae } 
BAG wn 42,9 2 
| * po Ua \\j a 
i ’ a == a ie 
a 7 > 
| a 
A () = 
’ Ct a o 
if ae — = “a a 
ee <—- 4 
‘ we ae fi) 
r) oo ie 
‘ ait. a wa } | 
n 
e ee. 
X 
ges ee ym OR nas ea ice eee eh mR OS kh a ST Ney) has Sig in SM a ie tS aa EE lea al eR a es ret (oe 
pe ea eae, eh ge eee 2 O'S Ke oon Be SE ee ra ea 8 Cr ods | SA ea ee meme aah <>< REI e's geo Veen Vg ue El ro yt ee meer | 0 cements My eENome ee Nee gat ker Loe a 


. . “hace 


P Pt Seae E; 6 


RETAIL 


- * . 
2 5 . . , 


ba | 


THEIR JOB WAS TO MAKE THE BEST BETTER 
. EVERYONE KNEW IT WOULD. BE NO EASY JOB 
to find ways to make American Druccist—the service magazine of the drug field—even more 
interesting, more complete, more practical in 1936 than ever. And it was not easy. . 


a . Here was a magazine already the outstanding leader in druggist preference. 
% Every face to face study conducted by manufacturers, advertising agencies and research 
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organizations demonstrated that. American Druggist’s A.B.C. paid circulation, twice as large 
as the paid circulation that any other drug publication has ever been able to get, bucked up 
these studies with further mighty practical proof of leadership. It seemed logical, therefore, to 
consult these readers about what if anything might be added, what might be amplified, what 
changes in editorial balance might be made in the publication they preferred so definitely . ... 
so that was the plan followed. 
Leading druggists in principal trading centers were interviewed. Valuable 
ideas came out of thousands of talks across drug store counters, and the desks of manufac- 
turers and agencies. Other suggestions were obtained from the thousands of letters that pour 
into the service and editorial departments of American Druaaist. , 
These ideas were sifted and tested to see if they would make AMERICAN 
DrucGcist of even greater professional value to the druggist as a pharmacist, and of greater 
practical service to him.as a merchant. 


- coast, did a fine, constructive job. 
Beginning. with the January issue, AMERICAN DruccisT will be more com-— 
plete, more interesting, more serviceable than ever. It is in a new dress. Its type arrangement 
is more sparkling and modern. New features have been added. These tremendously popular 
service articles that have been so notable in AMEriIcAN Druccist such as—Through the Show oe 


Out of all this came the redesigned, restyled, amplified AMerican Druccist 
for 1936. The men around the editorial ‘desk’, which figuratively streiched from coast to 


Globe, Notes and Queries, Prescription Forum, Recent Remedies, New Drug Listings, Mer- 
chandising News Section, and Deals, Our Front Window,—have been increased. 


AMERICAN DruGcist, beginning with January, again sets a new high, of 


editorial excellence and reader service in American business publications, This constant effort... 


to improve the magazine is in step with the brilliant editorial standards of the Hearst publish- 


ing organization to which it belongs. It is the rule of that organization never to be satisfied . 
with what was done yesterday, but to plan bigger things for tomorrow. Never to follow—_ 


always to lead. Never merely to keep in step with progress, but to pioneer. 


fession and a grec eine k an even better magazine to serve them. 


THE JOB WAS HARD TO DO...BUT THE BEST 
HAS mane MADE BETTER — | 


AN FRANCISC : 


Hearst Building ak - _ 572 Madison Avenue 


| ATLANTA: © | BOSTON: 
- 60 Twenty-Sixth Street — 132 Newbury Street — 


American Druccist has always pioneered. It has become the preferred 
magazine of the independent, chain store, and wholesale druggist, of advertising agency men __.. 
and .of manufacturers. It is the outstanding business publication of the drug field. Now begin- > 
ning with the January issue, the redesigned, restyled American Druaeist offers a great pro-_ 
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December 16, 1935 


OPTIMISM FLOWS 
AT 30TH NATAL 
DAY OF ADCLUB 


Motor City Industrialists 
Strike Cheerful Notes 


Detroit, Mich., Dec. 10.—With De- 
troit’s come-back to prosperity as the 
theme, almost 500 members of Ad- 
craft Club of Detroit and their guests 
gathered at the Statler Hotel Dec. 6 
to celebrate the club’s 30th anniver- 
sary. 

A round of speakers punctuated a 
generally light-hearted evening with 
specific statements illuminating the 
outlook for business in Detroit in 
1936. Prominent in virtually every 
speech was credit given the adver- 
tising profession for the part it had 
played. This spirit was typified by 
the remarks of Griffith Ogden Ellis, 
editor and publisher of The Ameri- 
can Boy, when he said: 


“What this country needs is, not 
a good five-cent cigar, but a flood of 
advertising campaigns. In the fall 
of 1921 such a flood came, and at 
Christmas that depression was over. 
I say that 1936 will reward the pres- 
ent fight.” 

Detroit’s advertising population 
turned out in full force and dinner 
coats for the gala event, which saw 
leaders of virtually every industry 
having a sizeable stake in Detroit 
put themselves on record as to the 
improvement in business. Clarence 
Budington Kelland, famous writer, 
was the speaker of the evening, and 
joined in the general chorus of con- 
gratulation to Detroit. 


Optimism Rampant 


Thick and fast came remarks such 
as these, to typify the spirit of the 
evening: 

Howard A. Coffin, president of 
White Star Refining Company, divi- 
sion of Socony-Vacuum Oil Company: 
“So far as the petroleum industry is 
concerned, we have definitely turned 
the corner—turned it some time ago. 
Progress in Michigan is better than 
in any other state in the ceuntry.” 

Joseph M. Dodge, president, Detroit 
Savings Bank: “Detroit banking re- 
sources have climbed from practi- 
cally a working zero in February, 
1933, from total available resources a 
month later of $60,000,000, to a pres- 
ent day total of $700,000,000. Our 
commercial department is at the 
highest point in its history; and 
municipal credit has been re-estab- 
lished.” 

Maurice H. Enggass, president, Re- 
tail Merchants Association of De 
troit: “Retail business in Detroit is 
20 per cent ahead of what it was a 
year ago.” 

Joseph W. Frazer, vice-president, 
the Chrysler Corporation: “The mov- 
ing forward of the automotive shows 
has been eminently successful. Speak- 
ing for our own companies, the shows 
have filled our books with orders we 
cannot deliver.” 


Speaks for Air Conditioning 
George W. Mason, president, Kel- 
vinator Corporation: “Air condition- 


ing will be a tremendous factor in 
the lives of Americans. 1936 and 


- 1937 will be great years. I congratu- 
/ late advertising on its part in bring- 


ing America out of the depression.” 

Col. George B. Walbridge, promi- 
nent Detroit builder: “The wound is 
healing and we feel pretty good. A 
year ago I predicted $125,000,000 
worth of building in Michigan in 
1935. I am glad to report that in 
the first nine months of this year we 
have already surpassed that figure. 
1936 business will be five times as 
great as in 1935.” 

G. M. Welch, president, Michigan 
Bell Telephone Company: “Gas in 
Detroit has shown a 15 per cent in- 
crease in general consumption, and 
a 20% per cent increase in industrial 
consumption. Electrical. consumption 
here the week of Nov. 10 was greater 
than at any time since 1929. There 


is a 13 per cent increase in phones 
over the low point of 1933, in Michi- 
gan.” 

Charles E. Wilson, vice-president, 
General Motors Corporation: “My 
mental ceiling is not the production 
of 1929. General Motors retailed 
more automobiles in November than 
in any other November. I do not feel 
I am an optimist when I look for- 
ward to 1936 as a very fine year.” 


Club Founder Talks 


Henry T. Ewald, president, Camp- 
bell-Ewald Company: “The past five 
years have proved to us that we were 
not a fair weather city riding on a 
high tide. We have seen marked 
progress in all fields and in every 
advertising field during the past five 
years — magazines, outdoor and 
radio.” 


Verne W. Tucker, head of the 
agency bearing his name, was a 
witty, appreciated toastmaster. He 
was introduced by the president of 
the club, Gordon K. MacEdward. 

The Adcraft Club of Detroit was 
founded by Henry T. Ewald in 1905. 
Its present offices are in the Book 
Building, presided over by Secretary- 
Manager Harold M. Hastings. 


Macfadden Units Shift 


Cunningham and Fox 

William Cunningham, formerly 
Western advertising manager of 
Macfadden Women’s Group, has 
joined the New York staff of True 
Story. 

E. A. Fox has been transferred 
from the advertising staff of Photo- 
play to the Western staff of Mac- 
fadden Women’s Group. 


Huge Backed-Up 
Product Demand 
Seen by Forbes 


Atlantic City, N. J., Dec. 12.—Un- 
filled needs of the people of the 
United States exceed 80 billion dol- 
lars, according to B. C. Forbes, 
Hearst financial editor and publisher 
of Forbes Magazine. 

Mr. Forbes told the National Stand- 
ard Parts Association here this week 
that the nation is more run down at 
the heel and needs more things than 
at any time since the Civil War. 
“There still are $22,000,000,000 of 
savings deposits in the banks,” he 
added. “As the working classes see 


more of their number being taken 
on in jobs they gain confidence ang 
return to normal spending. 

“An encouraging start has been 
made toward filling these demands, 
Some machine and tool manufac. 
turers ‘today cannot promise deliy- 
eries for six months to a year. And 
an increasing number of people all 
over the country are demanding that 
prosperity and employment be given 
full play; that nothing more be done 
politically to upset them.” 


Erwin, Wasey Appointed 

Progressive Clothing Mfg. Com. 
pany, Philadelphia, maker of men’s 
clothing, has appointed Erwin, Wasey 


& Co., Inc. W. C. Wellman, of the 
Philadelphia office, is the account 
executive. 


ANNOUNCING 


KNOWN NAME.IN. PATTER 


| | 


AI 


News of major importance to 
advertisers... An alliance that mil- 


lions of women will welcome...: 
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PROSPECTS LIKE 
TO BUY, ASSERTS 
NOTED REX COLE 


New York, Dec. 11.—‘Penny-pinach- 
ing is a dull sport compared with 
buying something you have always 
wanted.” 

This comment by Rex Cole, New 
York distributor of General Electric 
refrigerators, gives the key to his 
selling philosophy as revealed in 
“Rex Cole on Salesmanship,” just 
published by B. C. Forbes Publishing 


Company. Mr. Cole loves to sell and 
he has found that prospects love to 
buy. 

Salesmanship Can Be Acquired 

In spite of his tremendous success, 
Mr. Cole doesn’t believe that sales- 
manship is a gift with which one 
must be born. It can be acquired, 
he believes, just as knowledge of law 
or medicine is acquired. 

“Preparedness means success,” says 
he. “The trained man, serene in his 
knowledge, rationalizes every defeat 
and consoles himself with the fact 
that sooner or later the law of aver- 
ages will work for him. He realizes 
that even in the best of times he 
can’t sell everybody, and in bad 
times, when people have little money, 
it is just that much worse; but he’ll 
get there just the same.” 


Mr. Cole also lays down the axiom 


that goods are always bought, not |. 


sold, and adds this definition: 

“A salesman is a person who can 
arouse in a prospect the want to 
buy.” This is done by guiding the 
customer through the interview and 
influencing his mental reactions. 


Thus, the placid, persuasive indi- 
vidual, in Mr. Cole’s opinion, makes 
a better salesman than the dynamic 
type. He gets real attention from 
the prospect, instead of the speech- 
less awe accorded the high-pressure 
artist. The friendly fellow regarded 
by Mr. Cole as the ideal salesman 
causes the prospect’s thoughts to run 
something like this: 

“Well, it’s good to get a Saturday 
morning off for a change. I won't 
be pestered all day by salesmen, 


thank heaven. Nice weather for golf. 
. I wonder what this man wants. 
. Great Scott! A salesman! . 

Not a bad appearing fellow. Keeps 
himself rather neat. . . On the job 
Saturday morning, isn’t he? Well, 
he looks healthy enough to work 
hard. . . Has a frank, cheerful sort 
of face, too; not one of these ‘every- 
thing’s wonderful’ optimists, but 
seems to think that, on the whole, 
life is pretty good. Well, itis. .. 


An Enjoyable Experience 


“By the way, how did he know I 
play golf? Must have seen the clubs 
in the car or something. Tactful 
chap. Doesn’t talk about himself; 
he’s talking about me. . . Interest- 
ing speaker. Expresses himself in 
an unusual way. Friendly and genial, 


Woman’s Home Companion has become the estab- 


lished fashion mentor to the largest audience in the 


women’s field. Butterick has long been preeminent in 


the creation of patterns which bring authentic style 


within popular reach. Now these two leaders join 


forces—add prestige to prestige—offer smart new 


patterns to be known as Companion-Butterick Patterns. 


Sponsored by the Fashion staff of Woman’s Home 


Companion, these specially selected patterns will appear 


every month in the Companion, beginning with the 


March issue. No other magazine will carry them. 


In most of t 


popular Jez 


e on sale at thousands of Butterick retail 
ay of publication. 

principal sales areas the Companion’s 
py will feature Companion- Butterick 
| radio shopping talks which direct a 
Plow of style-minded women to the prominent 


department stores cooperating with the Companion. 


WOMAN'S HOME COMPANION 


THE CROWELL PUBLISHING COMPANY 


250 Park Avenue, New York 


PUBLISHERS OF WOMAN’S HOME COMPANION— COLLIER’S THE NATIONAL WEEKLY 
THE AMERICAN MAGAZINE —THE COUNTRY HOME 


too, though certainly not a ‘yes-man’ 
type. 

“I enjoy talking with this kind of 
fellow. But of course I’m not going 
to buy one of his refrigerators. The 
old icebox is good enough; besides, 
they cost a lot of money. .. This 
man certainly tells an interesting 
story. Makes a romance out of the 
commonplace, so to speak. .. Knows 
his stuff; plenty of facts and the 
answers to all the questions. .. 
There’s a lot about refrigerators I 
didn’t know until now. . . But they 
cost too much. This chap is certainly 
enthusiastic about his product. And 
about his work also, I guess. Well, 
it must be all right, at that. 

“I enjoy meeting people and talk- 
ing to them myself. . . He sticks 
to his topic all right; doesn’t wander 
aimlessly around. He really seems 
to think I may buy one of these 
contraptions. Acts sort of confident. 
. . Well, I suppose a lot of people 
do buy them. After all, I should 
think anyone who could afford it 
would want one. Less messy, 
easier to take care of. And just as 
he says, keeps food better, particu- 
larly for the kids. He probably has 
children of his own. . . 


And the Register Rings 


“Say, there’s an idea. It would 
make a fine birthday present for the 
wife. . . Wonder how much? Say, 
these things aren’t as expensive as 
I thought. Particularly the way pay- 
ments are arranged. . . Save money 
in the end, most likely. . . Wonder 
if I can beat him down in the price 
a little. No, can’t seem to budge 
him. But I can see his point; you 
have to pay for anything worth hav- 
ing. .. And this would give us serv- 
ice for years. . . 

“One thing sure—it will do what- 
ever this fellow says it will. The 
wife has wanted one, too. I re 
member she mentioned this make. 
She’ll be tickled to death. . . Why 
didn’t I think of this before? .. 
Now, he was the type of salesman I 
like. You know just where you stand 
after you have bought something. 
He said it would be delivered Tues- 
day evening, didn’t he? Come around 
himself to show us just what to do, 
he said. Regular fellow, all right. 
No arguments, no boasts, no high- 
pressure methods and no trying to 
sell you something you don’t want.” 


Sameco to Market Cups 


Sameco Company, Inc., Brockton, 
Mass., maker of Sameco menu covers 
and other celluloid specialties, will 
begin marketing a new line of un- 
waxed drinking cups Jan. 1. A busi- 
ness paper schedule is now in prep- 
aration. Warner Alden Morse, 
Brockton, is the agency. 


Joins Hibbard, Spencer 


Milton D. Harper, formerly with 
Signode Steel Strapping Company, 
Chicago, has joined the advertising 
department of Hibbard, Spencer, 
Bartlett & Co. “ Chicago hardware 
house. 


Grant Heads New Agency 


Will C. Grant, formerly vice-presi- 
dent of Johnston Advertising Com- 
pany, Dallas, Tex., has organized 
Grant Advertising Company, with 
offices at 1306 Gulf States Bldg., Dal- 
las. 


Rosenfels Dead 


Irwin S. Rosenfels, 63, advertising 
director of Celotex Company, Chi- 
cago, for ten years, died Dec. 1 of 
heart trouble. He directed: Celotex 
advertising during the years when 
it was making its greatest success. 


Now Rogers & Smith 


Carpenter-Rogers Company, Dallas, 
Tex., has become affiliated with Rog- 
ers & Smith, Chicago, and has 
changed its name to Rogers & Smith 
to include H. N. Smith, formerly of 
the Chicago agency. 


Represents “Sports” 
Harold Ellis, Tramways Building, 
Montreal, has been made Canadian 
advertising representative for Sports 
Illustrated, New York. 


‘Johnston to “Herald” 


Robert Johnston, formerly of the 
Crowell Company, has joined the 
Eastern sales staff of the Christian 
Herald, New York. 
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SALES STORY IS 
TAKEN TO VOTER 
BY WESSON OIL 


Political Figures Given Role 
in Magazine Copy 


New York, Dec. 12.—A tie-up be- 
tween food advertising and current 
interest in political figures, has been 
brought into play for a new maga- 
zine advertising campaign of Wesson 
Oil & Snowdrift Sales Company, New 
Orleans. 


The campaign is designed to pro- 
mote a new cooking appeal for Wes- 
son Oil, its use for improving the 
flavor of vegetables, an appeal which 
the company expects will greatly ex- 
pand the market for the product. 


First copy appears in this month’s 
issue of The Parents’ Magazine. With 
public interest in the political situ- 
ation now rising in anticipation of 
the national conventions and elec- 
tions next year, Wesson has devel- 
oped an approach which is expected 
to capitalize on the voter’s curiosity. 

Perhaps “alphabetitis” has reached 
its pinnacle at Washington. But be 
that as it may, Wesson has only 
started its drive for a broader use 
of the ABC’s. 


Get Washington Flavor 


Two cabbages are shown “confer- 
ring,” in the first insertion employ- 
ing the new Wesson technique. The 
scene is a dignified office. An oil 
painting on the wall shows a can of 
Wesson oil. The cabbage heads have 
diminutive bodies. The reader needs 
little imagination to see that the 
man seated behind the desk wears 
the genial smile of the chief execu- 
tive of the land, while his more in- 


tense associate has a remarkable re- 
semblance to Senator Borah. 

“Morning, Senator Hoorah. What 
can I do for you?” says the execu- 
tive. 

“I want you to create a new Com- 
mission—the W. O. F. B. C.—Wes- 
son Oil For Boiling Cabbage,” re- 
plies the senator. 

“Tut, tut, Senator! You know I 
don’t hold with favoring any one 
vegetable—not even my own vari- 
ety.” 

“I know—but now that every- 
body’s boiling vegetables with Wes- 
son Oil in the pot, even the has-beens 
are getting popular. They taste bet- 
ter and have a lot more nourishment, 
too. Even poor old Governor Spin- 
ach is pulling in the votes by this 
new method. We can’t let the Cab- 
bages fall behind. . .” 


Direct Action 


“You're right, Senator. The W. O. 
F. B. C. shall be created today!” 

This dialogue introduces the new 
Wesson appeal. In the past, the 
product has been featured mainly as 
a dressing for salads. Wesson ad- 
vises housewives to cook vegetables 
in the usual way, but when the vege- 
tables are half cooked, to add a half- 
tablespoonful of Wesson Oil for each 
person to be served. The dividends 
are better flavor and an extra meas- 
ure of food energy, copy asserts. 

Behind this campaign is_ the 
thought that readers must be at- 
tracted by material in keeping with 
the trend of thought and events. 
Magazines carrying the copy are 
Better Homes & Gardens, Good 
Housekeeping, Holland's, Parents’ 
and Woman’s Home Companion. 


One Advertisement Killed 


The news element has not been 
without its effect during the prepara- 
tion of the campaign. Work on the 
first advertisement was well under 
way when Huey Long was assassin- 
ated, and some of the copy with him. 
In that advertisement, a carrot oc- 
cupied the platform, haranguing lis- 


CABBAGES WANT NEW COMMISSION 


Unique slant taken by new Wesson Oil campaign. 


teners on a “share the health” plan. 
Because the features of this particu- 
lar carrot could be linked only with 
those of Long, who once traveled 
Southern backroads introducing 
Wesson oil to farm wives, his death 
brought an end to this copy idea. 
Next on the schedule is a page in 
color devoted to “potato control.” 
Market research by the Wesson 
agency, Calkins & Holden, Inc., 
showed that combination grocery 
stores, those offering vegetables as 
well as groceries, are increasing in 
number and in the volume of their 
total business. Wesson salesmen 
were loaded with sets of colored 
salad cards some 18 inches in diam- 
eter and sent out to help grocers 
increase their vegetable business. 
The first printing order involved 
128,000 sets. So many requests were 
received that a second printing of 
60,000 was ordered. Then a new set 
of five salad cards was developed and 
190,000 were put into use. The total 
number for both sets was 378,000, 


some of which are still seen in vari- 
ous parts of the country. 


Branham Issues Chart 


A new issue of the telephone direc- 
tory chart of New York advertising 
agencies, principal publications and 
representatives has been released by 
The Branham Company, publishers’ 
representative, and is available to ad- 
vertising men free at the firm’s New 
York office. 


Denton Joins Newhoff 


L. H. Denton, formerly advertising 
manager of National Brewing Com- 
pany, Baltimore, Md., has joined the 
staff of Theodore A. Newhoff Adver- 
tising Agency, Baltimore. 


Dunken to Scripps-Howard 


Sid H. Dunken, Jr., formerly with 
Johnston Advertising Company, Dal- 
las, Tex., has ben appointed advertis- 
ing manager of the Fort Worth, Tex., 
Press. 


iT 


$600,000 Loan 
Will Help Sell 
Old Prune Crop 


Washington, D. C., Dec. 10.—Ca}j. 
fornia prune growers secured ap. 
proval of an expenditure of $600,000 
for marketing agency purposes from 
Controller General McCarl, it wag 
announced here. However, he added 
that the administrative expenses of 
this activity must be borne by the 
industry itself. 

The decision was the result of a 
request by the Secretary of Agricul. 
ture, who had asked about the legal. 
ity of financing the “Pacific Prune 
Products Association” in its efforts 
to market between 20,000 and 25,000 
tons of substandard prunes of the 
1934 and 1935 crops on the hands of 
growers. It was pointed out that 
this was necessary in order to 
strengthen the market for the 1935 
crop standard prunes. 

The purchase is to be cared for 
by a loan from the Reconstruction 
Finance Corporation. Prune Prod- 
ucts would dispose of this stock 
through various channels, and from 
the proceeds of such sales, together 
with agricultural benefit payments, 
would repay the Government agency. 


Katz Gets KLZ 


Following purchase of Station 
KLZ, Denver, by E. K. Gaylord, 
Oklahoma Publishing Company, Okla- 
homa City, E. Katz Special Adver. 
tising Agency has been appointed na- 
tional representative, effective Jan. 1, 


Cronin to Firestone 


W. M. Cronin has joined Firestone 
Tire & Rubber Company, Akron, 0O., 
as purchasing agent for advertising 
and printing materials. 


Provident Names Leiper 


Bart Leiper has been named adver- 
tising manager of Provident Life & 
Accident Insurance Company, Chat- 
tanooga, Tenn. 


Meet The Men Behind The Figures 


Circulation figures tell a numerical story. But look beyond the digits. Look 


@ Their favorite magazine 


is National Sportsman or 


at the readers. Are they likely purchasers of your product—or are they just 
readers? 


If your product is one that men will buy, you ought to know about the men 
behind the National Sportsman—Hunting & Fishing ABC figures. 


Their occupations are as varied as one could expect to find among typical 
Americans—salesmen, physicians, mechanics, merchants, railroad men, govern- 
ment employees—but all 595,503 of them have three things in common: 


@ They are ardent sportsmen with above-average buying 
power. 
man.) 


(It takes surplus cash to be an active sports- 


@ They need and use all the products that every typical 
American needs and uses, from food to automobiles. 


Hunting & Fishing and they read it avidly from cever to 
cover. 


Your copy goes to work with a vengeance when it reaches this kind of a marke, 
and copy that gets attention from sportsmen of the free-spending type is bound 
to get action. 


All that we need to prove it is a keyed advertisement. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


The largest sportsman circulation in the world 


Boston New York Chicago Philadelphia 


San Francisco 
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WESTINGHOUSE 
ALLOTS QUOTA 
FOR SOTH YEAR 


Distributors Hear of Plans 
at Mansfield 


Cleveland, O., Dec. 12.—Emphasis 
will be placed on its low-price refrig- 
erators in 1936, Westinghouse Elec 
tric & Mfg. Company indicated at its 
annual meeting of refrigerator dis- 
tributors at Mansfield last week. Ad- 
vertising will also herald the West- 
inghouse Jubilee Year. 

Last year the company advertised 
its de luxe line and found that pros- 
pective customers, attracted to the 
salesrooms, were price conscious to 
the extent that salesmen traded them 
downward into the low price line. 
This year, Westinghouse will adver- 
tise the lower priced line and lend an 
opportunity for sales people to trade 
their patrons upward by comparison. 

In line with its Jubilee celebration 
the organization will put out a 1936 
low-price line which in some respects 
will eclipse last year’s de luxe line. 
The latter has been improved cor. 
respondingly with many new fea- 
tures. 

The annual meeting at Mansfield 
was opened with a preview of a 1936 
dealer meeting, typical of those to be 
held in 75 cities between Jan. 1 and 
Feb. 15. The dealer preview, running 
for three hours, was a highly drama- 
tized affair, necessitating three con- 
necting stages with separate curtains 
and settings. Opening with a sales- 
man of 1886 trying to sell lamp bulbs, 
it shifted to 1936 to disclose the mod- 
ern store of today. 

R. C. Cosgrove, household refrig- 
erator sales manager, also presided 
at a dramatic session when he opened 
one of the “gold model” refrigerators 
and a flood of gold coins gushed 
forth, symbolizing profit possibilities 
for the year ahead. Others who 
spoke to the distributors included 
Arthur E, Allen, vice-president; 
Roscoe E, Imhoff, manager of mer- 
chandise sales; P. Y. Danley, man- 
ager, refrigeration department; S. D. 
Mahan, advertising manager, mer- 
chandise division. 

Among attractions was the new 
Westinghouse institutional motion 
picture, “The New Frontiers,” an 
epic of electrified America. Another 
interesting movie was “A Visit to 
Value Town,” in which the houses 
are refrigerators and the foodstuffs 
are animated and vote for Westing- 
house as the perfect abode. 

First announcement of the new 


WSM 


50,000 WATTS 


Nashville, Tennessee 


The Air Castle of the 


Youn NEW YORK Gddvess 


Center of Times Square , . Great Theater-ing! 
Close to buying centers .. Great Time-Saving! 
2} blocks te Sth Avenue... Great Shopping! 
Quiet street—soft beds... Great Sleeping! 
Courteous employees .. Great Service-ing! 
60-watt bathroom bulbs... Great Shaving! 
Daily rates—from $2.50 . . Small when Paying! 


tn the hab of mine ast ont of the Waited, 
ite for reseructione. 


706 LUXURIOUS ROOMS 


Hover PiccADILLy 


45 ST. Ww OF B’WAY-W. SsTWES KOONES, MER 


Westinghouse models will be made 
Feb. 22-28, with bleed spreads in 
Collier’s and Saturday Evening Post. 
Dealers will be provided with gilded 
coins to pass out as a symbol of the 
jubilee. 


To Use Bleed Spreads 


Other magazines on the refrigera- 
tor schedule are American, Cosmo- 
politan and Good Housekeeping. Used 
for other kitchen products, including 
refrigerators, will be American 
Home, Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Journal, 
McCall’s and Woman’s Home Com- 
panion, All copy will be in color and 
all kitchen products advertising will 
use spreads, 

Westinghouse also will use a com- 
prehensive list of key newspapers, 


with preference being given to Sun- 
day editions and rotogravure sec- 
tions. There will also be 13 15-min- 
ute recorded radio programs featur- 
ing “The Honeymooners” for dealers 
desiring to use this form of promo- 
tion. Seven technicolor movie trail- 
ers are also available. 

Westinghouse made a 50 per cent 
gain in volume in 1935 and the 1936 
quota is a further increase of 40 per 
cent. Fuller & Smith & Ross, Inc., 
Cleveland, is the agency. 


Griswold Moves 


Claude C. Griswold, formerly pub- 
licity director of United States Ad- 
vertising Corporation, has been ap- 
pointed head of the public relations 
division of Grace & Bement, Inc., 
New Center Bldg., Detroit. 


Hooper to Firestone 

George C. Hooper, formerly of Chi- 
cago, has joined Firestone Advertis- 
ing Agency, St. Paul, Minn., as ac- 
count executive in charge of Kre- 
mola, made by Kremola Company, 
Chicago, for which a magazine and 
spot broadcast schedule is planned. 


Radio Rep. Names Kerr 


Allan W. Kerr, formerly in the 
merchandising department of New 
York News, and on the sales staff of 
True Story, has joined the New York 
office of Free & Sleininger, Inc., radio 
station representative, as account 
executive. 


Production Men Meet 


The Production Men’s Club of New 
York held its first business meeting 


of the 1936 season Dec. 5, when com- 
mittee appointments were announced. 
Officers of the club are: president, 
George Dearnley; vice-president, Wil- 
liam Geller; secretary, Winfield S. 
Hatch; treasurer, Vincent Calbo. 


Reo Promotes Boutelle 


Charles E. Boutelle, who has been 
with the company for the past five 
years in various sales capacities, has 
been appointed supervisor of sales of 
Reo Motor Car Company, Lansing, 
Mich. He will be in charge of do- 
mestic selling activities. 


Barradale to Agency 


C. D. Barradale, formerly with 
Frostilla Company, Elmira, N. Y., 
and later with Harold F. Ritchie & 
Co., New York, has joined Wm. B. 
Remington, Inc., Springfield, Mass. 


as formerly. 


Announcing 


a 


NEW SIZE 


for 


HARPERS MAGAZINE 


e Effective with March 1936 Issue e 


e Advertisers may now use 7 x 10-3/16 Bleed Pages in addition to the 
standard size 5-1/2 x 8-1/2 advertisements. 


e While it will not be a flat size magazine, the new dimensions will 
accommodate both standard size and flat size advertisements, and in 
most instances eliminate the necessity of making special plates for 
Harpers Magazine. At the same time, the increased size will add 
materially to the attractive appearance of the Magazine, with wider 
margins for the text, while retaining its traditional characteristics. 


e The standard size advertising pages will be increased from 5-1/2 x 8 
to 5-1/2 x 8-1/2, without additional cost to advertisers, the rate of 
$450 being retained. 


e The Bleed Pages, 7 x 10-3/16, affording 
advertisers an increase of 52% in page 
area, will take the rate of $500 per page, 


an increase of only $50. Color Bleed 
Pages will be $900; standard size, $850 
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High Mortality 
Predicted for 
S. W. Agencies 


Dallas, Tex., Dec. 12.—Alarm over 
the large number of advertising 
agencies springing up in the South- 
west was expressed by Jack N. Pit- 
luk, of the San Antonio agency of 
that name, following his election as 
president of the Southwestern As- 
sociation of Advertising Agencies 
here last Saturday. 

Mr. Pitluk said that the Texas 
Centennial to be observed in 1936 
has focused attention on this state, 
with the resultant increase in ad- 
vertising talent. 

“There is no room for all of the 
advertising men now entering the 
Southwest,” he commented, “and 
the mortality rate will be terriffic.” 

Raymond P. Locke, of Tracy- 
Locke-Dawson, Inc., was elected 
vice-president of the Southwestern 
association. Alfonso Johnson, 0! 
Dallas, was re-elected’ secretary- 
treasurer. The board of directors is 
made up as follows: 

Miles F. Leche, Haney-Leche, 
Inc., Dallas, retiring president; Paul 
C. Frank, Jr., Frank - Wilkinson- 


NEW AND OLD PRESIDENTS OF AGENCY GROUP 


east « 
2 hate ae 


Jack N. Pitluk, new president of the Southwestern Association of. 


Advertising Agencies, and Miles F. Leche, retiring president, discuss 
matters after the meeting. 


Halsell, 
Oklahoma City; 


Harold Halsell 


Schwietz, Inc., Houston; MHarold/ner Penniman, Johnston Advertis- 
Company, 
Victor LeMay, Al-| Ratcliffe, Ratcliffe Advertising 
bert Evans, Inc., Fort Worth; Bru-| Agency, Dallas. 


ing Company, Dallas; Morelle K. 


women from the home-bodies. 


So does Home Arts-Needlecraft. 


magazines combined. 


New York Chicago 


Why is this important? Because so many ad- 
vertisers want to reach home-bodies only. 
They are the market for foods and household 
equipment. Now, necessarily, a large part of 
the circulation of general women’s magazines 
is made up of women who work for their liv- 
ing. There are ten million of them in the 
United States—almost as many as the entire 
circulation of the six largest general women’s 


Where the counter divides 


The counter of a store separates the working 


NEEDLECRAFT 


Boston 


Home Arts-Needlecraft eliminates the working 
women and attracts home-bodies. 
nothing to appeal to the working women—no 
fiction, no politics, no general articles. But it 
prints everything to appeal to the home-bodies 
—foods and recipes, table setting, entertain- 
ment, home-making, housekeeping, fashions, 
beauty, and the care and rearing of children 
—all with appropriate needlework. 


Thus Home Arts-Needlecraft delivers an un- 
diluted market of more than 700,000 home- 
bodies—probably the largest number of home- 
bodies in the circulation of any magazine. 


HOME ARTS 


San Francisco 


Underwoxl & Underwood 


It prints 


Los Angeles 


FARM PAPERS’ 
ADVERTISING 
IS UP 27.8% 


Chicago, Dec, 12.—Advertising lin- 
age in farm papers, which has been 
showing substantial gains each 
month, in comparison with the cor- 
responding month of last year, con- 
tinued to demonstrate its forward 
trend in November, when farm 
monthlies and semi-monthlies meas- 
ured by National Advertising Rec 
ords registered an increase of ap- 
proximately 27.8 per cent over No- 
vember 1934. 

Last month the publications meas- 
ured by National Advertising Rec 
ords carried a total of 355,365 lines of 
advertising, exclusive of baby chick. 
livestock and classified linage. This 
compared with 278,146 lines in No- 
vember 1934, a gain of 77,219 lines. 

Detailed figures for each of the 
monthlies and semi-monthlies meas- 
ured, as well as for bi-weeklies and 
weeklies, are given in the following 
table. In each case, baby chick, live- 
stock and classified advertising is 
excluded: 


Monthlies 1935 1934 


Country Gentleman.... 26,811 27,992 
Progressive Farmer and 
Southern Ruralist 
Carolinas-Virginia 
a ere 21,446 16,260 
Mississippi Valley 
SN: 505 0504044 21,267 14,258 
Georgia-Alabama 
eee 20,966 15,941 
Kentucky-Tennessee 
ree 20,777 15,271 
Texas Edition ....... 19,942 14,331 
BTR TOBIEIOMR. 2c cccscs 18,746 12,737 
Average 5 Editions.. 20,880 15,212 
Capper’s Farmer ...... 16,186 14,108 
Successful Farming.... 15,120 11,852 
Country Home ........ 11,947 11,443 
Southern Agriculturist. 11,645 10,487 


California Citrograph.. 10,532 9,951 
Southern Planter ..... 9,616 5,156 
Western Farm Life.... 8,583 4,654 
Parm Journal ......... 5,483 6,583 
Breeder’s Gazette ..... 4,863 2,286 
Wyoming Stockman- 

On cebanceocesones 4,689 4,086 
Bureau Farmer ....... 1,713 986 

Semi-Monthlies 
Farm and Ranch...... 14,999 10,435 
The Farmer-Stockman. 14,690 11,163 
Montana Farmer ...... 13,461 8,953 
SEE WOMIOE tcc ccceces 12,213 6,818 
Arizona Producer ..... 11,087 9,666 
Hoard’s Dairyman ..... 8,901 8,169 
Missouri Farmer ...... 5,236 4,380 
Arkansas Farmer ..... 3,566 4,968 


Bi-Weeklies 
‘California Cultivator... 20,519 
tWallaces’ Farmer and 

Iowa Homestead .... 17,480 
‘Indiana Farmers Guide 16,396 
1The Farmer 


11,417 


14,096 
9,976 


Local Edition ....... 16,357 5,037 
General Edition ..... 14,476 11,115 
Dakota Edition ..... 14,476 8,762 
1Pennsylvania Farmer... 15,901 12,959 
*Washington Farmer... 14,198 13,670 
8Zone Advertising ... 938 868 
“Oregon Farmer ...... 13,748 10,987 


sZone Advertising ... 238 420 
1Prairie Farmer 

Illinois Edition ..... 13,396 9,350 

Indiana Edition ..... 11,093 7,706 


{American Agriculturist 13,084 
Local Zone Advertis- 


12,679 


| Ree ae 2,550 3,944 
iNebraska Farmer ..... 12,739 10,815 
Zone Advertising 6,212 7,193 
Average 4 Editions... 14,292 ..... 
Average 6 Editions... ..... 11,985 
‘Rural New-Yorker 12,538 7,334 
2Idaho Farmer ........ 12,443 12,691 
8Zone Advertising ... 406 196 
1Michigan Farmer e- 12,134 6,005 
1Ohio Parmer ....scc.c- 11,755 6,204 
tWisconsin Agricultur- 
ist and Farmer...... 11,197 8,487 
\1Dakota Farmer ...... 10,048 5,730 
*Missouri Ruralist ..... 9,746 7,623 
Zone Advertising ... 3,640 ° 
‘Kansas Farmer (Mail 
& Breeze) ......+. 8,953 6,185 
Zone Advertising ... eee 
INew England Home- 
SE ASVS eS SOO 40s 8,808 5,520 
Weeklies 


‘Pacific Rural Press... 35,652 15,746 


6Weekly Kansas City 


Star 
Missouri Edition .... 20,667 17,783 
Kansas Edition ..... 20,560 17,729 
Arkansas-Oklahoma 
oe 20,138 17,659 
é‘Capper’s Weekly ..... 14,548 10,706 
Semi-Weekly Farm News 
'Friday Edition ..... 11,539 9,258 
*Tuesday Edition 6,473 7,439 
*Dairymen’s League 
2) eee 3,816 2,879 


1Two issues in November of both 
years. 

2Two issues in 1935, three in 1934. 

®Two issues in 1935, one in 1934. 

“Three issues in 1935, two in 1934. 

‘Five issues in 1935, four in 1934. 

‘Four issues in November of both 
years. 

TFive issues in November of both 
years. 


Lethen Western Manager 
for Macfadden Group 


Edward F. Lethen, Jr., a member 
of the Western staff of Macfadden 
Publications for some time, and pre. 
viously Western manager of Del] 
Publishing Company, has been named 
Western advertising manager of Mac. 
fadden Women’s Group. 

Mr. Lethen succeeds William Cun. 
ningham, who has been transferred 
to the staff of True Story, in New 
York, 


J.W.T. Shifts — 


Coast Personnel 


Russel Paulson, of the Los Angeles 
office of J. Walter Thompson Com. 
pany, Inc., has been appointed tem. 
porary resident manager, succeeding 
Norton Mogge, who has been named 
manager of the agency’s new Seattle 
office at 2012 Exchange Bldg. 

Thomas Cooper has been trans. 
ferred from J. Walter Thompson’s 
San Francisco office to Los Angeles, 


Shows Life-Size Dionne 

The Des Moines, Ia., Sunday Regis. 
ter of Dec. 15 carried a life-size pic. 
ture of one of the Dionne quintuplets, 
The picture, which extended over a 
two-page spread in the photogravure 
section, is believed to be one of the 
largest newspaper portraits and the 
first life-size Dionne picture ever 
published. 


Greenleaf to “Spirits” 


A. B. Greenleaf, formerly managing 
editor of Mida’s Criterion, has been 
made editor of Spirits, New York. 
In his former connection, Mr. Green- 
leaf collaborated with T. Norman 
Tveter, Erwin, Wasey & Co., Inc., in 
= of the wine and liquor mar- 

et. 


Stephens Promoted 


J. Fred Stephens, advertising and 
sales promotion manager of Apex- 
Rotarex Mfg. Company, Oakland, 
Cal., has been appointed national 
sales promotion manager of the par- 
ent organization, Apex Electrical 
Mfg. Company, Cleveland, O. 


Sesamee to Manternach 


Sesamee Lock Company, Hartford, 
Conn., maker of keyless locks, has 
appointed The Manternach Com- 
pany, Hartford, as advertising and 
merchandising counsel. Promotion 
will include business and general 
publications and direct mail. 


Marshall Adds Two 


Cc, A. Norgren & Co., Inc., Denver, 
Colo., maker of pneumatic products, 
and Stearns Mfg. Company, Adrian, 
Mich., maker of concrete products 
plant equipment, have appointed R. 
Marshall, Detroit, for their advertis- 
ing. 


Smith with Long at S. F. 


Hassel Smith has resigned from 
the sales department of radio station 
KFRC, San Francisco, to open a San 
Francisco office in the Russ Build- 
ing for Long Advertising Service, 
San Jose, Cal. 


James Joins Stuart 


Robert J. James has resigned as 
vice-president in charge of the San 
Francisco office of Hixon-O’Donnell, 
Inc., to join Chas. R. Stuart, Inc., 
San Francisco, 


To sell to hotels, use 


Terotel Monthly 


Member A. B.C. and A.B. P. 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Deot. L. V., 116 S. Mich. Blvd., Chicago 


LABELS-SEALS 
steering, babes tee Gone 


ing, practical designs. Write for 
free samples and prices. 


ST. LOUIS STICKER CO. 
1912 TREET ~~ ST. . 
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ORACK DRIVER 
BRINGS THRILLS 
TO REPAIR MEN 


Thompson Products Signs 
Paolo for Tour 


Cleveland, O., Dec. 12.—Peter De 
Paolo, internationally famous rac- 
ing driver, has been signed to rep- 
resent Thompson Products, Inc., in 
its big 1936 advertising and sales 
drive. First announcement of the 
connection was made at the National 
Auto Parts Show in Atlantic City 
this week. 

Immediately after the first of the 
year, Mr. De Paolo and Tom O. 
Duggan, merchandising director of 
Thompson Products, will start on a 
tour of the country addressing job- 
ber meetings in all the larger cities. 
They will travel in a specially dec- 
orated sedan carrying movie reels 
and equipment. The sedan will be 
painted a brilliant yellow with black 
trim to attract attention en route. 

Under the company’s plans, it will 
sponsor the series of merchandising 
meets in cooperation with jobbers. 
Tickets of invitation will be sent out 
to the jobber’s mailing list of garage 
operators and auto repair men in- 
viting them to hear Peter De Paolo, 
king of the speedway, in person. An 
accompanying folder advises that 
Thompson Products, Inc., is present- 
ing this famous character and a four. 
reel sound picture entitled “Speed- 
ing Up,’ which is packed with 
thrills, spills and laughs. 


Give Books As Prizes 


To inspire the prospective audi- 
ence still further, the interior of the 
folder is devoted to actual photo- 
graphs of speedway action. The back 
page is labeled “the Biggest Auto- 
motive Meeting of the Year” and 
promotes the race track personality 
still further. Repairmen and dealers 
are invited to bring their shop men 
along. 

Something unusual in promotion 
activities of a manufacturer is the 
offering of Mr. De Paolo’s_ book, 
“Wall Smacker,” as a prize at each 
meeting. The book was written by 
De Paolo and published by Thomp- 
son Products, Inc. It covers the life 
of the race track driver and his 
many exciting experiences, inci- 


dentally comprising a virtual history 
of auto speedways and their big 
events. 

The book contains no advertising 
for Thompson Products other than a 
listing as publishers. It is designed, 
rather, to publicize their famous 
representative and, indirectly, draw 
attention to the company. Not only 
will the book be given away at mer- 
chandising meets but it will be sold 
on book stands. Receipts are ex- 
pected to pay the cost of publication. 
The book contains 272 pages and 
dozens of exciting illustrations. 


Plays Leading Role 


The meetings will feature an ad- 
dress by De Paolo on his life and 
experiences. This will be followed 
by four reels of sound pictures tell- 


ing the story of automobile and air- 
craft development and the part 
played by Thompson Products, Inc., 
manufacturers of valves and parts. 
Actual newsreel shots will be pre- 
sented in two of the reels, showing 
spills and exciting drama of the 
track and plane courses. Two other 
reels will take the audience through 
the Thompson plant. A short selling 
talk and display of Thompson valves, 
as well as a discussion of common 
problems, will conclude the meets. 
De Paolo, who won the world’s speed 
record in 1925 and 1927 and set a 
record which stood for seven years, 
is an excellent speaker as well as 
an expert mechanic. 

The meetings will be heralded by 
large posters which are made up 
with blank lines for insertion of the 


jobber’s name, as well as time and 
place. The meetings are expected 
to create a sensation in the auto- 
motive trade and a 1936 audience 
of from 80,000 to 100,000 is con- 
fidently expected. De Paolo will also 
be a central figure in Thompson 
Products’ advertising schedule and 
copy. 

Thompson Products advertising 
is handled by Griswold-Eshleman 
Company of Cleveland. 


Latz Expands 


Harry Latz Service, Inc., New York 
direct mail firm, has leased an addi- 
tional 7,000 square feet of space at 
481 Eighth Ave., part of this expan- 
sion being the result of increased 
business developed by its new Per- 
sonal-Print machine. 


“The Family Circle” 
Promotes Leberman 


P. K. Leberman, who left National 
Broadcasting Company’s Pacific 
Coast organization last year to be- 
come Far-Western representative of 
The Family Circle, has been trans- 
ferred to New York as advertising 
director. 

Capen Eames has resigned from 
National Broadcasting Company to 
succeed him at The Family Circle’s 
San Francisco office. 


Sills With Grombach 


Ted Sills, once a member of the 
Chicago Civic Repertory Company 
and of the Goodman Repertory Com- 
pany, has been made a program di- 
rector on the staff of Grombach Pro- 
ductions, Inc., New York. 
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WE didn’t say it! 


Cleveland Ad Club 

said it! 

“In analyzing our con- 
test results WJAY has 
complete Cleveland cov- 
erage —a very complete 
coverage of the entire 
state of Ohio—especially 
in the rural sections. A 
goodly portion outside 
the state and pulling 
power even in Canada.” 


THANKS C. A. C. 
YOU said it! 


C 
EDYTHE F. MELROSE 


General Manager 


Ze 
& 
oe 
eK 2 
Po B 
% 
eo 
Po 
i.) 
4 
4 
vo 


‘ xn 
i ape BOX 4, the Sauter nor 
FLORIDA cont i a 
1 pid Souse O sme 
CANAL ZONE _\ eh we Ho ae Ee 
lies wholly within 
Jacksonville's Trad- 
ing Territory which 
is dominated by 
the Times - Union. 


een 
ee 


Net Paid Circulation Six months 


ending 3-31-35 i 
LY... ee Oe 
69,605 


Total 


SUNDAY .... 


(Member Audit Bureau of Circulations) 


The Florida Cimes-UWnion 


LARGEST CIRCULATION IN JACKSONVILLE 


Daily — rLorIDA’s LARGEST NEWSPAPER Si 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
Chicago Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


New York Los Angeles 
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Smith, Cliquot 
Launching New 
Shows on Radio 


New York, Dec. 11.—L. C, Smith & 
Corona Typewriters, Inc., will start 
a new radio program, “Nine to Five” 
Dec. 19 over 18 stations of the NBC- 
WJZ Blue network. It will be heard 
each Thursday at 7:15 to 7:30 p. m. 
EST. Newell Emmett Company, Inc., 
is in charge. 

Harry Reser and his Clicquot Club 
Eskimos, first sponsored by Clicquot 
Club Company 10 years ago and on 
the air for its products eight years 
since then, returns in a new pro- 
gram Dec. 21. The program, for Pale 
Dry, Golden Ginger Ales and Spark- 
ling Waters, will originate at WABC 
and be put on the air each Saturday 
from 8 to 8:30 p. m. EST over 17 
Eastern CBS stations. N. W. Ayer 
& Son, Inc., New York is the agency. 


Lehn & Fink Products Company 
started a new series of radio plays 
starring Leslie Howard Sunday Dec. 
8 from 8:30 to 9 p. m. EST over a 
coast to coast CBS hook-up. Com- 
mercials advertise Hinds Honey and 
Almond Cream. Kenyon & Eckhardt, 


New York, handle the program. 


Fitz Gibbon Appointed 


Dermot Fitz Gibbon, prominent in 
introducing American advertising 
methods in South America, has been 
appointed advertising manager of the 
Hays Bell publications, Rosalinda 
and Pampa Argentina, Buenos Aires. 
Mr. Fitz Gibbon was formerly adver- 
tising manager of La Nacion, Buenos 
Aires. 


Moore, Bishop, Buy Daily 

J. Paul Moore, formerly advertising 
manager of the Palo Alto, Cal., 
Times, and Ted Bishop, formerly edi- 
tor and publisher of the Altascadero, 
Cal., News, have purchased the news- 
paper and printing plant of the Pitts- 
burg, Cal., Independent. Mr. Moore 
is publisher, and Mr. Bishop, editor, 
of the paper. 


Sisson Opens Office 


Herbert Gay Sisson, public rela- 
tions counselor, has opened an office 
at 818 Chamber of Commerce Bldg., 
Cincinnati. He was formerly public 
relations director of Crosley Radio 
Corporation, and advertising and 
publicity director of Hotel Gibson, 
Cincinnati. 


Pee Cee Elects Couper 


Donald Couper, sales and adver- 
tising manager of Pee Cee Mfg. Com- 
pany, Fairfield, Ill, maker of auto- 
motive parts and equipment, has been 
elected vice-president of the company. 


REVIVES OLD NAME 


Standard Oil Announces 


SOLITE 


WITH ETHYL 


A ee premium gasmlirec that (ruly deserves 
hw cathe Femess mtr faved thn! smote) waa bary! 


Standard Oil (Indiana) has revived 
the Solite name, to distinguish its 
highest quality Ethyl gas. 


HUMAN SIDE OF 
BANKING MAKES 
THRILLING COPY 


Cleveland, O., Dec. 12.—While 
Central United National Bank, in 
common with other financial insti- 
tutions, invites business men to in- 
spect its facilities, it has found that 
few whose accounts are worth hav- 
ing are able to spare the time for 
such visits. 

Hence the bank has turned to 
newspaper advertising to escort 
prospective patrons. through its 
quarters, inspecting the work done 
in each division, and thus gaining 
a picture of the farflung organiza- 


Hawkins, Morrell to NBC 


Stuart Hawkins, formerly manager 
of the radio department of N. W. 
Ayer & Son in Chicago, and Norman 
Morrell, formerly in the radio de- 
partment of Lord & Thomas, have 
joined the commercial program de- 
partment of National Broadcasting 
Company, New York. They will act 
as program coordinators for clients, 
agencies and the NBC sales staff. 


to mY oll 
Rustles 


to 


Lovely Ladies 


but one can never tell what the 
future holds. Ladies have a habit 
of rotating styles. Perhaps the 
bustle will come back, faint 
hope to the contrary. However, 
right now there's no hustle in the 
bustle market. 


NEW CURVES OF PRODUCTION 


TREAMLINING in everything from automobiles to 


MAGHINE 
DESIGN 


a ie 


. .. completely blankets the 
field of Machine Designing. 
It is read by the chief en- 
gineers and designers of 
more than 6200 plants that 
build machines for sale 
—a readership of 25,000. 


BE THERE ON TIME 
with 


machine-gun bullets is not the result of 1936 think- 


ing. Several years ago the streamlined cars of today 
were predicted. 


New curves of production dictate new sales-graph 
curves. Readers of Machine Design are keeping pace 
with the morrow. Wherever machines are built, chief 
engineers and designers are molding plans for future 
models, assisted by the reading guidance of Machine 
Design. This reader interest carries over to the adver- 
tising pages as well. 


Use MACHINE DESIGN as the preliminary introduction 
to your representatives’ calls. 


MACHINE DESIGN 


PENTON BUILDING, CLEVELAND, OHIO 


tion which is required to serve mod- 
ern business in all of its ramifica- 
tions. As an aside, officers comment 
that it is doubtful if an actual jour- 
ney through the bank could be as 
illuminating as a perusal of the 
newspaper copy. 

The vicarious jaunt is being made 
via eleven 672-line advertisements 
in the three Cleveland papers. Read- 
ers who had often taken time out 
to envy financial workers because 
of their short hours were probably 
shocked at “2 a. m.,” one of the 
pieces of copy depicting the night 
force of the bank clearing the decks 
for the arrival of the larger day 
crew. 


Show All Type of Work 


Some other phases of the journey 
are explained under the title of 
“Day’s End,” showing the moment 
when the “Books O. K.” sign is hung 
up; ‘Nampa, Idaho, Included,” the 
story of the transit department; 
“Keeping Tabs on the Sun,” a sec- 
tion of the foreign department where 
eleven clocks show the time in dif- 
ferent parts of the world; “New 
York Mail,” emphasizing the impor- 
tance of the bank’s knowledge of 
mail departures and arrivals through- 
out the country. 

Among the advertisements yet to 


be run is one entitled, “45 Tons,” 
with an illustration of one of the 
vault doors; another will be “Teller— 
A Computor,” in which will be de. 
scribed activities in the bank which 
support the teller, who deals di. 
rectly with the public. “Signing, Seal- 
ing and Delivering,’ “Instant Infor. 
mation,” “Banking by Mail,” are 
other headlines. 

Each advertisement contains a 
thumbnail sketch of the entrance of 
one of the branch offices, of which 
there are eleven so that each branch 
will appear once. 


PROGRAMS 
NBC BASIC RED and 
BLUE NETWORKS 


PUBLICITY 
AFFILIATED WITH 
THE DAYTON DAILY NEWS 
AND THE SPRINGFIELD 


99 S. LUDLOW, DAYTON, O. 


WITHOUT DUPLICATION. 


Like Siamese Twins, Moline and 
Rock Island, Illinois, lie side by side. 
Commercially and_ socially, dividing 
lines are non-existent. A rich trade 
area of 150,000 population spreads out 
fan-like for 40 miles northeast of 


MOLINE—ROCK ISLAND, ILLINOIS 
Buckle of the U. S. Corn-Hog Belt 


Pics to MARKET 
FarMERS to Lown 


ORN and hogs are going to market. And farmers are going 
to town—with money in their pockets. 
Island, Ill., are the marketing centers of a 40 mile radius 
peopled by the mid-west’s most prosperous farmers. 
advertisers are attracting these people, with money to spend, 


through The Moline Dispatch and The Rock Island Argus 


Moline and Rock 
Alert 


Illinois’ 4th Largest Market 


Moline and southwest of Rock Island. 
In politics and in circulation, The 
Rock Island (Ill.) Argus and The 
Moline (Ill.) Dispatch each covers its 
own field. Combined daily net paid 
= of these two papers total 
0,133. 


The 
Mo ttne DISPATCH 
The 
Rock IsLanp ARGUS 


National Rep. THE ALLEN- KLAPP- FRAZIER CO., Chicago, St. Louis, Detroit, New York 
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J. P. McKinney 
Dies; Pioneer 
Representative 


Washington, D. C., Dec. 10.— The 
rapidly diminishing army of adver- 
tising veterans lost another staunch 
member last Saturday, when J. P. 
McKinney died at the age of 88. Mr. 
McKinney, who was founder of the 
representatives’ firm bearing his 
name, suffered from coronary throm- 
bosis. 

Though advanced age caused Mr. 
McKinney to abandon active business 
about ten years ago, he maintained 
his interest in and supervision of the 
affairs of J. P. McKinney and Son. A 
few years ago, when his son, Ray- 
mond H. McKinney, took a vacation 
of several weeks’ duration, the senior 
McKinney jumped into harness again 
as head of the company’s activities 
in New York and enjoyed the experi- 
ence hugely. After retiring, he made 
his home in a Washington suburb 
with a daughter. 

While J. P. McKinney and Son, 
maintaining offices in New York, Chi- 
cago and San Francisco, have not 
confined their representation to any 
one paper or group, they have been 
noted for their long affiliation with 
Gannett Newspapers. Their service 
with this unit dates back almost to 
the formation of the chain. 

Mr. McKinney was the youngest 
member of the class of 1869 at the 
University of Rochester and plunged 
into newspaper work almost im- 
mediately. The national field held 
particular interest for him and he 
was one of the first to undertake 
cultivation of this almost virgin soil. 

Funeral services were held Thurs- 
day in Mr. McKinney’s home town 
of Rochester, with many advertising 
notables in attendance, 


Gittings Resigns 
Cc. K. Gittings has left Reynolds- 
Fitzgerald, Inc., Chicago, in order tc 
give his personal attention to his 
farm near Bloomington, III. 


W 


CLEVELAND 


Every thoughtful 
time-buyer will 
want a copy of 


“Radio in 
Northeastern 
Ohio” 


Write us today for your 
free copy of this radio 
analysis of America’s 
fifth largest metropoli- 
tan district. Population, 
geography and sales 
data to help you take 
advantage of the indi- 
vidual characteristics of 
this great market. 
Copies free while they 
last. 


WHK 


1311 Terminal Tower, 
Cleveland 


H. K. CARPENTER, Gen. Mgr. 
C. A. McLAUGHLIN, Sales Mgr. 


FREE & SLEININGER, Inc., 
National Representatives 


Basic CBS Network Station 


“March of Time” in 


New Radio Series 


“The March of Time,” pioneer pro- 
gram of news dramatizations, will 
inaugurate a series of half-hour 
weekly programs sponsored by Time 
to be heard over the Columbia net- 
work as soon as a suitable CBS 
period can be obtained. 

The current series, heard Mondays 
to Fridays, inclusive, under the al- 
ternate sponsorship of Time and 
Remington-Rand, Inc., was scheduled 
originally to end Nov. 22, but was 


-continued into December. 


Adwomen to Hold Party 

The Women’s Advertising Club of 
Chicago will hold its annual Christ- 
mas party Tuesday evening, Dec. 17, 
at the Congress Hotel. Carol May is 
chairman. 


3-Cent Postage 
Here to Stay, 
Says Chairman 


Washington, D. C., Dec. 12.—Any 
move to restore the old two-cent rate 
of postage is destined to be nipped 
in the bud, according to Chairman 
Mead, New York, of the House Post 
Office Committee. 

He asserted that “under present 
conditions, the Post Office Depart- 
ment is opposed to elimination of 
three-cent postage.” This may be ex- 
plained in part by the fact that the 
forty-hour week for postal workers, 
designed to spread employment, wil} 


increase operating costs about $20,- 
000,000 a year. 

Mr. Mead explained that the De 
partment was much disappointed by 
results of the decrease in the rate 
for local mail. It was expected that 
reduction from three to two cents 
would add to volume. The increase 
in tonnage, however, has been in- 
sufficient to make up for the cut, and 
the Department will accordingly turn 
a deaf ear to arguments for return 
to two-cent postage for all mail, he 
said. 


With “Review of Reviews” 


Laurence Russell, previously with 
New York World-Telegram and 
Brooklyn Eagle, has joined the New 
York sales staff of Review of Re- 
views. 


Joins Schutter-Johnson 


Jess. H. Wilson, for three years 
with Vick Chemical Company, New 
York, in charge of merchandising, 
sales promotion and trade relations, 
has joined Schutter-Johnson Candy 
Co., Chicago, vice-president in charge 
of sales and advertising. Mr. Wilson 
was formerly general sales manager 
of The Pompeian Company and of 
Princess Pat. 


Southward Secretary 
of Federated Club 


Charles Southward has been ap- 
pointed executive secretary of the 
Chicago Federated Advertising Club. 
He has been engaged in promotion 
work in the hotel field. 

Mr. Southward succeeds Mrs. Doro- 


thea Anderson, resigned. 


Kleen-Stik strips will not mar the finest finish and can be used 
where ordinary gummed displays are taboo. 


“ 


Kleen-Stik Flange Signs provide low cost dimensional display. 
Erected merely by pressure. No tacks or vacuum cups. 


Refrigerators are choice spots for Kleen-Stik strips featuring 
foods or beverages customarily kept on ice. 


To advertisers seeking to create point of sale advertising 
that gets up and stays up, we offer Kleen-Stik. Acquaint 


yourself with its unusual and extraordinary advantages: 


QUESTIONS AND ANSWERS 


Question: Can Kleen-Stik strips be shipped 

without loss due to sticking together? 
Answer: Yes. Kleen-Stik entirely 
overcomes this objection to ordinary 


gummed strips. 


uestion: What surfaces are suitable for 
een-Stik display material? 

Answer: Any clean, hard, smooth sur- 
face, such as glass, metal, tile, marble, 
porcelain, painted walls, woodwork, 
mirrors, bakelite, linoleum, etc. 


Question: What are suitable interior loca- 
tions for Kleen-Stik strips? 
Answer: Walls, mirrors, counters, 
show-cases, refrigerators, cash regis- 
ters, fixtures, and even highly polished 
furniture. 


Qoesien: Can Kleen-Stik be used on any 

ind of paper? 
Answer: Kleen-Stik works best on sul- 
phite or rag bond, offset book, super- 
label, litho coated one side (Kleen- 
Stik on uncoated side), and certain 
cardboards and covers. Coated and 
M. F. book papers are not recom- 
mended. 


Question: Can Kleen-Stik be applied over 
ink? 


Answer: Yes. Kleen-Stik works equally 
well over ink or directly on paper. 


Question: Does a Kleen-Stik strip take 
longer to produce than ordinary gummed 
strips? 

Answer: No. 


Questi How long will a Kleen-Stik 
strip remain up? 
Answer: Usually until taken down. 
We have several records of Kleen-Stik 
strips remaining up for a year. 


Question: Will Kleen-Stik ever leave any 
residue? 
Answer: Under certain conditions, 
especially when exposed to direct light 
and sun, a residue remains. This may 
be quickly removed with a soft cloth 
moistened with benzine or alcohol. 


Question: Who are logical users of 
Kleen-Stik? 
Answer: Any manufacturer or distrib- 
utor whose product or service is sold 
at retail, as well as banks, transporta- 
tion and insurance companies, etc. 


Question: Is Kleen-Stik a proven product? 
Answer: Yes. Kleen-Stik has been 
used by large and small advertisers 
alike for the past three years, with 
hundreds of repeat orders as proof of 
its performance. 


Question: Are Kleen-Stik strips ready for 
immediate use? 
Answer: Yes. Kleen-Stik is pressure- 
sensitive and requires no moistening 
whatever. Simply remove the protec- 
tive tape and apply. 


Question: Can Kleen-Stik strips be re- 
moved and re-applied? 


Answer: Yes. 


KLEEN-STIK PRODUCTS, INC. 


500 SANSOME STREET, SAN FRANCISCO, CALIFORNIA 


Let Kleen-Stik stick up for your product. Write for name of near- 
oe est printer or lithographer prepared to render Kleen-Stik service. 


KLEEN-STIK PRODUCTS, INC. 


supplier. 


Name. 


500 SANSOME STREET, SAN FRANCISCO, CALIFORNIA 


Please send me full information about Kleen-Stik and give me name of nearest 


D Agency 


0 Advertiser 
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N. A. E. A. Plan Wins 
Chicago Approval 


Voting to cooperate with the New 
York representatives in executing the 
promotion plan proposed by the 
Newspaper Advertising Executives’ 
Association, the Newspaper Repre- 
sentatives Association of Chicago 
held its annual meeting Dec. 9. 

The “regular ticket” headed by 
Walter E. Doney, Texas Daily Press 
League, was elected. Mr. Doney suc- 
ceeds John T. Fitzgerald, Reynolds- 
Fitzgerald, Inc., as president. W. W. 
Ross, of Williams, Lawrence & Cres- 
mer, was elected vice-president; John 
W. Cullen, Jr., John W, Cullen Com- 
pany, secretary, and H, E. Scheerer, 
Scheerer, Inc., treasurer. 

Palmer Terhune, of DeLisser, Boyd 
& Terhune, was elected a director for 
a two-year term, with John J. Mc- 
Connell, of J. P. McKinney & Son, 
and Mr. Fitzgerald, serving for one 
year each. 


Free Dinners for 
Evening Shoppers 


In an effort to stimulate shopping 
from 6 to 8 p. m., Mandel Brothers, 
Chicago department store, are offer- 
ing free dinners to those buying $5 
worth of merchandise during these 
hours. 


The offer is confined to certain 
days of the week and its continuance 
will depend on results of the test. 


COOPERATION AT 
NEW ZENITH IN 
FOOD INDUSTRY 


New York, Dec. 12.—While many 
students of marketing believe that 
“ensemble selling” is to be an im- 
portant factor in the food field in 
the future, they differ on whether 
“related display” as practiced indi- 
vidually by National Sugar Refining 
Company or jointly by Quaker Oats 
Company and General Foods Cor- 
poration is most effective. 

National Sugar Refining Company 
has just developed a display which 
helps the grocer not only to sell 
Jack Frost sugar, but such related 
items as pumpkins, flour, spices and 
other products required for pumpkin 
pie. 

When confectioners’ sugar is 
shown, the grocer is advised to show 
items entering into production of a 
devil’s food cake. Leaflets giving 
recipes are provided for distribution 
to the consumer. 

This plan paves the way for co- 
operation, while giving the retailer 


latitude as to the exact brands he 
wishes to feature. More startling is 
the alliance between Aunt Jemima’s 
pancake flour, a Quaker Oats prod- 
uct, and Log Cabin syrup, produced 
by General Foods Corporation. 

It was surprising enough when 
General Foods introduced an Aunt 
Jemima on its radio program, there- 
by implying mutual endorsement of 
the two companies for the two prod- 
ucts. It was even more interesting 
when Log Cabin syrup introduced a 
joint display featuring the gift of a 
sample of Aunt Jemima’s pancake 
flour with a purchase of Log Cabin 
syrup. 

The tie-up was developed by Lord 
& Thomas for Quaker Oats Com- 
pany and Benton & Bowles for Gen- 
eral Foods Corporation. 

This is probably the most out- 
standing example thus far developed 
of cooperation between companies 
in the food field, but it is predicted 
that others will be seen in 1936, in 
spite of the fact that the plan has 
weakness as well as strength and 
the advertisers must decide which 
factor predominates. 


Hoyt Named for Wine 


Charles W. Hoyt Company, New 
York, has been appointed for adver- 
tising of Madeira Wine Association, 
Ltd., New York. 


50,000 Akron Motorists Sign Pledge 


TO 


SAVE A LIFE 


Campaign of BEACON JOURNAL 
SAFETY COUNCIL stops appalling 


loss of life from automobile accidents. 


. Stop at all S-T-O-P signs. 


cases. 
8. Heed pedestrians’ rights. 


school 


others. 


SAFETY PLEDGE RULES 


. Never operate at reckless speed. 
. Drive on right of highway. 


. Make turns from the proper lanes. 
. Signal before turning or stopping. 


1 
2 
3 
4. Refrain from jumping traffic lights. 
5 
6. 
7. Give right of way in doubtful 


9. Never pass on a curve or top of 
hill. 
10. Slow down at intersections and 


11. Keep my vehicle in safe condition. 
12. Be courteous and considerate of 


fication. 


ket. 
cellence. 


tiser. 


Front page story October 25th, 
Drivers! 89 Akron Dead Speak to You" starts 
campaign which has slowed down city traffic 
from five to seven miles per hour and cut death 
toll over 60°, the first month of campaign. 


"Careless 


Responding to the leadership of the Beacon 
Journal, over 50,000 motorists have already 
signed the SAVE A LIFE pledge and asked for 
windshield stickers, also furnished for identi- 


There is no happen-stance about AKRON 
BEACON JOURNAL leadership in this mar- 
It is built solely on consistent editorial ex- 
Such a premium news medium al- 
ways provides real plus values for the adver- 


AKRON BEACON JOURNAL 


MEMBER A. B. C. . .. Major Market Newspapers, Inc. 
Represented by STORY, BROOKS & FINLEY ; 


RELATED SELLING 


= 
as, 


AGAIN TO FORE 


New counter display for Jack Frost sugar which helps the grocer sell 
related high-profit items. 


Sanford’s New Work 


Wood Sanford, formerly with Sul- 
livan Machinery Company, Chicago, 
has been appointed manager of ad- 
vertising and sales promotion of 
Harnischfeger Corporation, Milwau- 
kee, maker of excavators, cranes, 
hoists, motors, brewery equipment 
and other industrial products. 


Lefson-Lewis Open 


Irving Lefson and Samuel Lewis, 
specializing in men’s fashions and 
textile illustration, have opened at 
276 Fifth avenue, New York, as Lef- 
son-Lewis Studios. 


Ohioans at Radio Party 


Cincinnati’s delegation to the In- 
ternational Radio Party at Havana, 
Cuba, last week, includes L. B. Wil- 
son, president of WCKY; Joe Cham- 
bers, chief engineer of WLW; Joseph 
Ries, WLW executive; and Elmer H. 
Dressman, continuity director of 
WCKY. 


Meyer Succeeds Fritz 


Harold H. Meyer, announcer for 
radio station WFLA, Clearwater, 
Fla., has been appointed director of 
WSUN, St. Petersburg, Fla., to suc- 
ceed Carl Fritz, resigned. 


Half a dozen salesmen trying to get in to 
sell one housewife—only one calling on the 
home next door! It’s tough on the six who 
are concentrating on the one home—the 
housewife hasn’t a Chinaman’s chance of 
listening to them all! 

But what a heaven-sent opportunity for 
sales for the firms represented by the lone 
salesman who's calling on the family next 
door. The housewife can listen—and she has 
more money to spend. 

And that, friends, is just a statement in 
parables of the situation in the magazine field 
today. ere half a dozen women’s maga- 
zines—and a score of others—fight for the 
city woman’s attention there is only ONE 
which “calls on the family next door’ *—the 
tremendously rich rural women’s market. 
Every other woman’s magazine in America is 
written for and about the oy woman. Only 

E FA RMER’S 
WIFE Magazine is 
written to be read 
by rural women 
from cover to cover. 


Paul—55 E. 10th St. 


_ FARMERS WIFE eed 


agazine 


ms York—405 Lexington Ave. 


CM at the WOUSE NEXT DOOR. 


THAT’S WHERE THE FAMILY WITH MONEY LIVES! 


Others ignore the rural woman’s interests— 
the conditions under which she lives, cooks, 
raises her children, and under which she 
shops. THE FARMER'S WIFE is devoted 
to those interests exclusively and is edited by 
women who visit hundreds of rural homes and 
talk with thousands of rural women every year. 
Is it any wonder then, that rural women 
say: “THE FARMER'S WIFE is the only 
magazine I read through”? And is it any 
wonder that advertisers get astounding results 
in the farm market through this medium? 
Remember, THE FARMER'S WIFE is the 
only magazine devoted to the women who are 
right now enjoying the biggest income gain 
per family i in America. Its circulation effort is 
oncentrat: t 
counties iy the mi CoueiriEs 


major part of America's 
farm wealth. 

Call our nearest repre- 
sentative and ask him to 
bring up his books on the 
Rich County Farm Mar- 
ket. He'll tell you how to 
get acquainted with the 

eavy-buying family next 
joor. 


Chica, 307 N. Mic 
San Franc’ iseo—158 mo 
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High Wages Aid 
Sale of Goods, 
Says Secretary 


New York, Dec. 10.—Frances Per- 
kins, Secretary of Labor, called for 
intensified efforts to remove compe- 
tition in business and industry from 
the field of low wages, long hours 
and child labor in an address today 
at the 36th annual luncheon of the 
National Consumer’s League at Hotel 
Delmonico. 

The suggestion buried in this plea 
seemed to place competition, of the 
ideal sort, more fully within the 
range of activities where advertising 
and merchandising offers its most 
effective service. 

The entire session was devoted to 
the general program of obtaining bet- 
ter laws and enforcement of laws on 
maximum hours and minimum 
wages. Miss Perkins described her 
ideas of the government’s part in 
this task. 

A common failing of state officials 
is to forget that the purpose of wage 
and hour legislation and enforcement 
is to help make and market goods, 
Miss Perkins said. The ultimate con- 
ception in the recommendation for 


PRINTING 


This Advertisement 


is dedicated to the man who 
feels that there must be a 
better way...somewhere...to 
handle the production require- 
ments of his advertising matter. 
Faithorn 2-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—-and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the lowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 
Gift and Art Galleries 


Silver Plated Teaette 


For many years 
C. D. Peacock has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed assured, 


FAITHORN 
CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


tal, Ty 


industrial contracts between employ- 
ers and employees is one of a de- 
mocracy of building up and keeping 
up a consuming power equal to the 
producing power of the community, 
she said. 


To “Popular Science” 


Don Harway, San Francisco, has 
been named Pacific Coast representa- 
tive of Popular Science Monthly, New 
York. His territory extends east to 
Denver. 


Gray Moves Offices 


Jerome B. Gray & Co. have moved 
their Philadelphia offices to larger 
quarters on the 18th floor of the 
Philadelphia Saving Fund Bldg., 12 


S. 12th St. 


Offer Governor 
To Cut Speeds 
Of Automobiles 


Atlantic City, N. J., Dee. 13.—A 
national advertising campaign is 
being prepared on a fool-proof gov- 
ernor which limits maximum speed 
of a car to the figure desired by the 
owner, John C. Hoof, of Hoof Prod- 
ucts Company, Chicago, announced at 
the huge Automotive Service Indus- 
tries Show in the municipal conven- 
tion hall this week. 

The tentative plan calls for 56-line 
insertions every week or month, and 
for a list of media probably made 


up of Nation’s Business, Business 
Week, Time and Literary Digest, the 
test being made from the first of the 
year until early summer. 

Copy will assert that the car owner 
can set the governing device at 25, 
40 or 50 miles per hour, or any other 
speed he wishes, lock it at that speed 
and pocket the key; that within that 
range the engine still has full power 
and absolutely normal operation, and 
that when he himself has to make a 
fast drive he can set the governor 
accordingly. 

It will also offer selected figures 
from highway department and safety 
bureau reports showing that exces- 
sive speed is responsible for most 
fatal accidents, and will emphasize 


that it costs only from $10 to $15 to 


buy and install the Hoof governor. 

Mr. Hoof reported that every 
United States governmental unit 
either uses governors on its trucks 
or has recently contracted for them. 
This, he said, includes the Civilian 
Conservation Corps, the National 
Parks Service, the Forestry Division, 
the United States Army and the Post- 
office Department. 

To this list he added all the pe- 
troleum companies and many other 
major corporations, including Yellow 
Cab Company in New York. 


Homer McKee Appointed 

Amity Leather Products Company, 
West Bend, Wis., and Rolfs, Inc., 
New York, makers of La Garde hand- 
bags, have appointed Homer McKee, 
Inc., Chicago, as advertising counsel. 
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NEW! 


design and construction. 


NEW! 


can buy. 


NEW! 


artists and production men. 


NEW! 


radio entertainment brought 
cities and communities which 


area of ANY radio station. 


Joseph McGillvra 
485 Madison Avenue 
New York City 


919 N. Michigan Avenue 
Chicago, Illinois 


mportant 
apita Matket e 


@ Modern studios, the last word in studio 


@ 5000-watt RCA transmitter—high fidelity 
throughout—the finest equipment money 


@ Programs produced by a brilliant staff of 


@ Listening audience, the highest type of 


have been within the primary coverage 


2,000,000 persons in KFBK’s primary area. 


KFBK 


Owned and operated by the James McClatchy Company, 
for more than 78 years publishers of The Sacramento Bee, 
the 1934 Pulitzer Prize Winner. 
Clatchy California Radio Stations, which include KM4J, 
Fresno; KWG, Stockton, and KERN, Bakersfield. , 


REPRESENTATIVES 


to scores of 
never before 


More than 


SACRAMENTO 
CALIFORNIA 


KFBK is one of -the Mc- | 


Walter Biddick Company 


568 Chamber ef Commerce Bidg. 
Los Angeles, Calif. : 


1358 Russ Buildin 
San Francisco, Calif. 


1038 Exchange Bidg. 
Seattle 
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STUDY SHOWS 
STANDING OF 
93 PRODUCTS 


Consumers Give Their Reac- 
tions to Advertising 


Editor’s Note: This is the fourth 
of a series analyzing the results of 
an investigation of consumer belief 
in advertising made during the early 
summer of this year by ADVERTISING 
Ace with the assistance of an ad- 
visory committee of eight advertising 
men and women. The field work, 
which was done by Ross-Federal Re- 
search Corporation, netted 2,517 
completed personal interviews in ten 
cities scattered throughout the 


The complete questionnaire used, 
and the results of questions 1, 2, 3 
and the related questions 7, 8 and 9 
were discussed in the Oct. 28, Nov. 
18 and Dec. 2 issues. The current 
installment is a recapitulation of the 
material shown in the latter two 
issues, correlating mentions of 
brands to show the relative number 
of “likes” and “dislikes” for those 
most frequently mentioned. Addi- 
tional material from the study will 
be presented in future issues. 

All of the factual data used in 
these analyses has been prepared by 
Seco Soderal Research Corporation, 
but all conclusions drawn and all in. 
terpretive comments are those of 
the editors of ApveRTISING AGE. 


New York, Dec. 12—(2) What re- 
cent advertising have you particu- 
larly liked? (3) What recent adver- 
tising have you particularly disliked? 

In the two installments of the sur- 
vey analysis which immediately pre- 
ceded this installment, the answers 
to these questions were given sepa- 
rately. Now, Table J, on this page, 
correlates the answers to these two 
questions, and shows how individual 
brands stand with reference to the 
number of consumers who expressed 
a definite like or dislike for their 
advertising. 

A total of 93 products are listed in 
Table J, including two “no make.” 
This table includes all products 
which were mentioned by the 2,517 
consumers interviewed a total of 
eight or more times, 

The comparatively small number 
of products which received eight or 
more mentions of both favorable and 
unfavorable nature is in itself an 
interesting side-light, since, as was 
pointed out in the previous analysis 
of Question 2, 511 individual brands 
were commented on favorably by one 
or more consumers, while in answer 
to Question 3, 191 different brands 
were criticized for their advertising. 


93 Get 8 Comments 


Despite this widespread mention 
of brands, only 93 products were 
mentioned specifically, either favor- 
ably or unfavorably, by as many as 
eight different consumers, and only 
73 were mentioned ten or more times. 

Only a handful—27—were men- 
tioned 25 times or more, and exactly 
five received as many as 100 men- 
tions. 

The total number of mentions ac- 
corded all products by those inter- 
viewed was 3,685, of which 2,931 were 
favorable mentions, and 754 were un- 
favorable mentions. Of these totals 
2,735 mentions are accounted for by 
the 93 products listed in Table J. 
their total being made up of 2,188 
favorable mentions and 547 unfavor- 
able mentions. The brands shown in 
this table, therefore, account for 
slightly less than 75 per cent of all 
the mentions, and their ratio of 
favorable to unfavorable mentions is 
approximately the same as that of 
all products mentioned. 

As was to be expected, Table J 
proves, more than anything else, that 
the more widely advertised brands 
create more comment, and are there- 
fore most likely to be mentioned in 
a study of this type. 

Some interesting discrepancies are 
shown in the relative “likes” and 
“dislikes” for products in the same 

(Continued on Page 35) 


—. 


favorably, and is a detailed recapitulation of the material heretofore presented in Tables C, D, E, F, G and H. 


Table J 


This table correlates the “liked” and “disliked” mentions given to each product which was mentioned a total of eight or more 
times. It shows which products the 2,517 consumers interviewed mentioned most frequently by name, either favorably or un- 


“LIKED” 
Number Male Female 
Mentions No. % No. % 
ANTISEPTICS 
abe eekab da keees ses eabadaee 24 2 8.33 3 12.50 
PV APOVOTCUTETLT CCIE LTR Tae Te 11 1 9.09 5 45.45 
ah ~~ we 
cae kebab net deeeseenereuere 130 72 55.38 54 41.54 
os ST ib dk 4Ok bw bedebiedeeen¥eeneesen 31 20 = 64.50 5 16.15 
Ee rn rar eee 10 9 90.00 1 10.00 
EES EA enn ore rrr 9 8 88.88 1 11.12 
ESS eee rer eee es eerie 8 6 75.00 2 25.00 
Adee cd CL deeuleen Lokeceben sass 8 6008 35 20 13 —- 65.00 6 30.00 
REE ea ee eee 9 5 55.54 2 22.23 
AUTOMOBILE ACCESSORIES 
ED SS ere eT ee reer 9 4 44.44 4 44.44 
AUTOMOBILE BODIES 
eta kk cee ba e000 seeh Ond-oee4s 10 5 50.00 3 30.00 
BEVERAGES 
Ni Grace ie hen ees FOO ROCE ORE CKES 81 31 38.27 46 56.79 
EE eek 6c.46ebe CREE EK DORR SERS 13 Z 7.69 9 69.23 
Peer racaesee rn enevesaces 10 6 60.00 3 30.00 
Ce harereciaeevsrenretes 16 11 = 68.75 2 12.50 
Pabst Blue Ribbon Beer................. 34 23 ~—s«67.65 7 20.58 
Maxwell House Coffee.........cccssecees 81 25 30.87 52 64.20 
Chase & Sanborn Coffee...............+. 85 42 49.41 32 37.65 
pg eS ries 11 9 81.81 2 18.19 
Tender Leaf Tea...... pe irene ete ch wei 44 138 =. 29.55 30 ~=©68.18 
CHEWING GUM 
is Pech ed cick Gpaigeendde 600-405-018 52 25 48.08 20 338.46 
COSMETICS 
SD habeas cbeeesnsassonereas 9 2 22.22 6 66.66 
Campana Italian Balm................66. 21 6 28.57 150s 71.43 
EE, 65 TOS4 04964494 b NOS 0040060008 57 2 3.50 34 59.65 
DENTIFRICES 
Se ere 85 27 3=31.77 34 40.00 
ECON TT Te eT Te RCT eT . 126 41 32.54 50 = 9.68 
EEA en rer rere eae eee 12 7 58.33 3 25.00 
EE A rs eer ee eee a 9 2 22.22 5 55.55 
I Anis ake Eales Ee ees 400s 12 6 50.00 5 41.67 
DRUGS AND MEDICAL SUPPLIES 
Cal-Aspirin ...... eee are eer reer 14 2 14.29 10 71.43 
in 555.4. Feb ee see tawnee 8 2 25.00 3 37.50 
NN A ee ee re eee 11 2 18.18 8 72.72 
CPREF WERGE GREG once cccccvcscscccens . 13 es awe 2 15.38 
se ek ocak weed o ROSS OOS HOS 12 4 33.33 3 25.00 
ED, hk 0-405.6 cd 0S0a S0558600400088 21 4 19.05 15 71.43 
i a ec ee cada eb hesee ene ee eens 31 12 =38.71 7 22.58 
as ih iabars Sd OkA SES 48S WES OS SK ORES 17 2 11.76 2 11.76 
FOOD 
Shortening: 
eh od eis aedpe a wehNeh eoee ee. TO 20 6 30.00 14 70.00 
re ore Pe rrr eee ae 8 2 25.00 6 75.00 
Gelatin: 
BE 655.6 FEN 6106960690 ROOD ENERO -. 125 67 53.60 58 46.40 
ER ee ee eee ee 12 ae nee 9 75.00 
Yeast: 
Fleischmann’s ........cccccccessscsscces 41 16 39.02 12 29.27 
Canned Goods: 
| YR ere cee eee ee 27 4 14.81 20 74.07 
ss Cee ose SASHES CRATE DEORE 18 3 16.67 15 83.33 
ES C540 6s obi 44s eee sens sese bes 12 3 25.00 7 58.33 
Meat: 
Le ne ree ee ee eee a eee ee 23 10 43.48 13 56.52 
EN, ig sik sk Ciera 6S CHORE AS OCKME NES 11 5 45.45 6 54.55 
Flour: 
DE. (eG iucht cate hee teaeemnea be ee ae 4 the 8 88.88 
CEE “sin. cae we bab 6s'o%s been 5S5560 8S jae Je 1 TR 7 77.77 
Err Tere Tree <: ie z 9.09 10 90.91 
Cereals: 
Kellogge’s ..... ee reer eee reer errr 8 6 75.00 2 25.00 
Pet ee re ee ee ee 26 7 26.92 8 30.77 
Cheese: 
ER Sos eee ie tess MeMawi se ieaee eee ue 24 9 37.50 13 54.17 
GASOLINE 
Ea RAK bE EOE ORS KER SEOTCAET CEO RS - 38 21 55.26 10 26.32 
St Leche Rid Koh ee EK SORE EES 24 12 50.00 10 41.67 
NS ish 5 BEL ERED S DY RRORAS ERGO ONS 53 29 54.72 7 18.21 
OS RE Te ee eee eee eee 24 14 58.33 6 25.00 
| ESTE e ene Tere eee + ae 5 $31.25 2 12.50 
SE 9 5 aiN 76415 0 o/ka 50 49:6 REE ES 08-45 9088 . 13 12 = =92.31 1 7.69 
HOSIERY 
I Seales Wh ae eis big Wid biOS 0 DELS UES © . 2 1 10.00 8 80.00 
HOUSEHOLD SUPPLIES 
Frigidaire Refrigerators .............+.- 9 4 44.44 4 44.44 
General Electric Refrigerators............ 8 4 650.00 3 37.50 
Slacks Furniture ...... Wee rens +ecenceas 25 es eee 1 4.00 
RADIOS 
ED Sch Caden his 60064 pe tine ache e i aie . 14 10 8 71.43 4 28.57 
SHAVING a 
8 RES RA ee ee eer eee 11 9 81.82 1 9.09 
SOAP AND. ‘SOAP PRODUCTS 7 
EE Se reer ees ei < ae 4 5.63 12 16.90 
EN os c5s hs ee eiS ee eee OLSEETE -. 86 28 32.56 55 = 63.95 
EE rere tee re ee eee ee — 7 31.82 13 359.08 
CN oS casa kksiwreeeee Howes ees <. a 6 20.69 22 75.86 
ers tree rere ree re i. 3 13.04 18 78.26 
RE EG erie eee ee eae eae ; ae 8 44.44 9 50.00 
es eg bala hehe. gietis sin 0 04.04.0616 0400s - 52 11 =s21.15 35 = 67.31 
Borax-20 Mule NE cco FeteetA ee ReKSeS < ae 8 44.44 9 50.00 
EERE: SRE ee ie ern eee, ere ere 9 1 ee 8 88.88 
ere Cait at sas Gees peed dees .<; a 7 20.59 24 70.59 
SR Gi Aiatd NN Win bs olathe ib 6b wbig eke Sie ee TCS ao ae 1 9.09 8 172.73 
Ce MS 6.645 6080-060 5 oth ah Saee a ier Kn 8 1 12.50 5 62.50 
TIRES 
TR EER CLT TERT ee Ce Te 12 9 175.00 3 25.00 
nk SEGA Ga 5 EG CHS KER aS EEN SCS 10 7 70.00 1 10.00 
LN eT TT eee 19 12 =63.16 2 10.53 
TOBACCO AND SMOKERS’ SUPPLIES 
NS i 6.55 Choew nos s.6Ghbsb eee see sades 140 53 37.86 26 =18.57 
ED i x paises o6cnpb k5d00S3 4808 vee sae 62 38.27 61 37.65 
Peer, re ee ere ee 81 32 39.51 36 44.44 
ie iis ai 0.0. 6.64 54:68:69 cbs bENS S006 - 388 15 39.47 6 15.79 
SE SESE 6.55 606540. b005 550 b 0008 ae c ‘rae alx é5-o 
one STR Reh ehh s6.605:50.08 O05 ROO U EES see 8 3 37.50 5 62.50 
ee Sere Tee ree ree > 2 5 65.55 4 44.45 
Phillip Sere eee —— > G27 4 21.05 
ee ioi6s 5c art ask,6's Bike O84 0d 6 a+ Ee 2 18.18 ae ca 
WEARING APPAREL 
surieen Pmt BUH... ccc cece c+. os 7 48.75 9 56.25 
U. S. Rubber Bathing Suits..... Paar eee 16 10 62.50 6 37.50 
Arrow Ghirte ........ Eee eee oe 2 8 88.88 2. 22 
MISCELLANEOUS 
I EE oa aig bub’ Sv. 6 4 ns 0's ree 2 25.00 .6 75.00 


Total 
Both Classes 
No % 
5 20.83 
6 54.54 
126 §=©.96.92 
25 = 80.63 
10 100.00 
9 100.00 
8 100.00 
19 95.00 
+ Teer 
8 88.88 
8 80.00 
77 95.06 
10 76.92 
9 90.00 
13 = 81.25 
30 8688.24 
77 95.06 
74 = =87.06 
11 100.00 
43 97.73 
45 86.54 
8 88.88 
21 100.00 
36 = 63.16 
61 71.77 
91 172.22 
10 = 83.33 
| eacrt 
11 =: 91.67 
12 ~=85.71 
5 ~=62.50 
10 90.91 
2 15.388 
7 58.33 
19 90.48 
19 61.29 
4 23.53 
20 100.00 
8 100.00 
125 100.00 
9 75.00 
28 = 68.29 
24 88.89 
i8 100.00 
10 = 83.33 
23 100.00 
11 100.00 
9 100.00 
8 88.88 
11 100.00 
8 100.00 
15 57.69 
22 91.67 
31 =: 81.48 
22 91.67 
36 = 67.92 
20 = 83.33 
7 48.75 
13 100.00 
9 90.00 
8 88.88 
7 87.50 
pt 4.00 
14 100.00 
10 3 90.91 
16 22.54 
83 96.51 
20 90.91 
28 96.55 
21 91.30 
17 94.45 
46 88.40 
17 = 94.45 
9 100.00 
31 = 91.18 
9 81.82 
6 75.00 
12 100.00 
8 80.00 
14 -78.68 
79 56.42 
125 75.93 
68 83.95 
21 55.26 
7 “Tear 
8 100.00 
9 100.00 
13 «68.42 
2 18.18 
16 100.00 
16 100.00 
9 100.00 
8 100.00 


“DISLIKED” 

Male Female 
No. % No, % 
8 33.33 11 46.24 
2 18.18 3 27.28 
3 2.30 1 18 
5 16.14 1 3.23 

ce ‘1 5.00 
2 22.93 > same 
1 1112 
1 10.00 1 10.00 
2 2.47 2 2.47 
1 7.69 2 15.38 

re 1 10.00 

oe. aah 3 18.75 
3 8.82 1 2.94 
3 3.70 1 1.23 
5 5.88 6 7.06 

gat . che 
3 5.77 4 7.69 
1 11:12 rr 

10 17.54 li 19.30 

11 12.94 13 15.29 

22 17.46 13 10.32 
1 833° 1 8.33 
1 1111 1 1111 
1 8.33 ioe 
2 14.29 ee = 

sa ° ene 3 37.50 

ere 1 9.09 
7 53.85 4 30.77 

= wm 5 41.67 
2 9.52 << ia 
8 25.81 4 12.90 
8 47.06 5 29.41 

‘i 833 "2 16.67 
5 12.20 8 19.51 
1 3.70 2 7.40 

‘1-833 ‘4 «8.33 

‘100 Wit 

‘1 (3.84 10 38.46 
1 417 1 417 
5 13.16 2 5.26 
1 417 1 4.17 
9 16.98 8 15.09 
2 8.33 2 8.38 
9 56.25 wi eee 

1 10.00 
1 1111 ae 
1 12.50 toe 

13 52.00 11 44.00 
1 9.09 

23 32.40 32 45.07 

a) ae 3 3.49 
1 4.55 1 4.55 

a gene 1 3.45 
oe Vea 2 870 

Tyee 1 6.65 
1 192 5 9.62 
1 5.55 <; * ae 

s we seep 

2 18.18 
2 25.00 

"2 20.00 Dee 
5 26.32 ; 

48 34.29 139.29 

19 11.73 20 12.35 
3 3.70 10 12.33 
8 21.05 9 23.68 
1 1111 1 1111 

"5 26.32 ‘1 «45.26 
4 36.36 5 45.45 


7 


Total 
Both Classes 
No. % 
19 79.17 

5 45.46 
+ 3.08 
6 19.37 
1 5.00 
2 22.23 
1 11.12 
2 20.00 
4 4.94 
3 =.23.08 
1 10.00 
3 18.75 
4 11.76 
4 4.94 
11 3:12.94 
"1 2.27 
7 138.46 
1 11.12 
21 36.84 
24 28.24 
35 27.78 
2 16.67 
2 22.22 
1 8.33 
2 14.29 
3 37.50 
2 9.09 
11 =©84.62 
5 41.67 
2 9.52 
12 3=38.71 
13 76.47 
"3 25.00 
13 = 31.71 
$3 thi 
"2 16.67 
‘10 1nd 
ii 42.31 
2 8.34 
7 18.42 
2 8.33 
17 = 32.08 
4 16.67 
9 56.25 
1 10.00 
i 2% 
1 12.50 
24 96.00 
1 9.09 
55 = 77.47 
3 3.49 
2 9.09 
2 3.45 
2 8.70 
2 5.55 
6 11.54 
1 5.55 
"3 (8.82 
2 18.18 
2 25.00 
"2 20.00 
5 26.32 
61 43.57 
39 =. 24.07 
13) 16.05 
17 44.74 
2 22.22 
6 31.58 
9 81.81 
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Study Shows 
Standing of 
93 Products 


(Continued from Page 34) 
classification, but their importance 
should not be too much stressed, 
since analysis of the study has 
tended to indicate that what the con- 
sumer likes from the standpoint of 
advertising is not too closely related 
to what he buys. 

If the small sample represented by 
the tabulation is to be considered as 
worth anything, it may be said that 
among prominent nationally adver- 
tised brands, the advertising of Lis- 
terine, Crazy Water crystals, Ex-Lax 
and Lifebuoy is proportionately most 
greatly “disliked,” and the high per- 
centage of those who indicated that 
they disliked cigarette advertising, 
without mentioning a brand, is also 
significant. 

On the other hand, a surprisingly 
large number of national brands finds 
consumer liking for its advertising 
to the extent of 80 per cent or more. 


European Round Trip 


Won by Crissey 

A. Elwell Crissey, New York, for- 
merly with Kansas City Star, Popular 
Science Monthly and N. W. Ayer & 
Son, Inc., won the first prize of a 
round trip to Europe and $100 in 
cash in the contest conducted by 
Needham & Grohmann, Inc., New 
York advertising agency specializing 
in hotel accounts, to determine pub- 
lic opinion on matters of importance 
to hotel men. 

Among those given honorable men- 
tion was Frank J. Price, Jr., adver- 
tising department, Prudential Insur- 
ance Company of America, Newark, 
N. J. 


Davidson Names Bureau 

Bakers’ Consulting Bureau, Chi- 
cago, has been appointed as advertis- 
ing and merchandising counsel for 
Davidson Biscuit Company, Mt. Ver- 
non, Ill. Newspapers and radio will 
be used to feature a new children’s 
cracker in a merchandising program 
scheduled for major markets through- 
out the country, 


Richard J. Thain 


Joins Butler Bros. 

Richard J. Thain has severed his 
seven-year connection as advertising 
manager of Carson, Pirie, Scott & 
Co., wholesale, Chicago, to become 
sales promotion manager for Butler 
Bros., Chicago. 

Mr. Thain’s re-election as presi- 
dent of Chicago Federated Advertis- 
ing Club was reported in ADVERTISING 
AGE of Dec. 9 


WILL MAKE A. & P. STORES MORE COLORFUL 


Fifteen thousand A. & P. stores recently displayed this poster. It and 

a companion piece were produced by Stone-Wright Studios, New 

York, for Paris & Peart, A. & P. agency. Direct color photography 
on three actual doll figures was used. 


‘PERSONAL’ COPY 
USED BY SHELL 


Detroit, Mich. Dec. 12.—Shell 
Petroleum Corporation is completing 
an unusual, highly personalized di- 
rect mail campaign to several thou- 
sand persons whose names were 
given the company by Shell dealers 
all over Michigan. 

The mailing piece consists of a 
newspaper-style set-up, printed on 
newsprint, and torn down the side to 
give it the appearance of a tearsheet. 
The heading on the feature “news 
article” starts with the printed name 
of the prospect, followed by the 
phrase: “.... invited to save money 
3 ways on gasoline.” 


Save Money Three Ways 


The news story then goes on to 
tell Shell’s savings on cold starts, on 
hill climbing or hard pulling, or on 
steady running. Below this story, 
which is spread over three newspaper 
columns, is the advertisement of the 
dealer who furnished the prospect’s 
name. 

Lest recipients of this piece be- 
lieve that they have been singled out 


for attention in a newspaper, an “edi- 
tor’s note,” in a box at the end of 
the “news story” says: 

“No one but you received a clip- 
ping like this with your name on it. 
Although this message is so printed 
as to appear to be clipped from a 
newspaper, you know, of course, that 
it really is not. This is the ONLY 
COPY on which your name appears.” 

The reverse side of the piece con- 
tains news stories of Shell sales fea- 
tures. 

Prepared along lines which Shell 
has followed in the past, the present 
piece was conceived by the advertis- 
ing division of Shell and executed by 
Hart Vance Company, St. Louis, 
whose copyright line appears at the 
top of the sheet. 


Ends Sale of Cover Space 


Water Works Engineering, New 
York, has discontinued the sale of 
front covers for advertising, and will 
devote cover space to its own illus- 
trations starting with the first issue 
of January. 


Iger Opens in Boston 
Iger, Inc., publishers’ representa- 
tive, New York, has opened a branch 
office in the Little Bldg., Boston, 
under the management of Theodore 
C. Perry, formerly of Cooper & Perry, 
New York. 


Three Are Admitted 


as Four A Members 


Erwin, Wasey & Co., Inc., and Ar- 
thur Kudner, Inc., both of New York, 
have been elected to membership in 
the American Association of Adver- 
tising Agencies in continuation of the 
membership previously held by Er- 
win, Wasey & Co., Inc. 

Gerth-Knollin Advertising Agency, 
San Francisco, also has been elected 
to the association. 


G. & C. Buys Building 


Gerber & Crossley, Inc., Portland, 
Ore., has purchased the two-story 
Advertising Bldg., which was erected 
for the agency in 1920 and occupied 
for the past 15 years under lease. 
The purchase is an event of the 25th 
anniversary year of Gerber & Cross- 
ley, which began business as a print- 
ing shop. 


Chrysler to Use 
More Magazines 


Magazines will get the largest 
share of the 1936 appropriation of 
the Dodge division of Chrysler Cor- 
poration, it was announced at a divi- 
sion meeting in Pittsburgh last week. 

Newspapers will come next, fol- 
lowed by outdoor. The appropriation 
is much larger than in 1935. 


A world-famous address 
ossroads of the world 


Below is a typical 

dealer mention of 

Pittsburgh Paint 
Products. 


SCHENECTADY 


WALLHIDE PRIMER 


fem For exterior use. Makes 
ete finish coats cover better 


eee and last longer. 


FREEMAN & SON 


124 WALL STREET 


Reduction of a na- 
tional advertise- 
ment of Pittsburgh 
Paint Products. 


ADDED COVERAGE FOR 


<= 


Y 


: : v\ ARMY 


“We always thought the Astor 
was dreadfully expensive” lots of 
guests tell us,” Why it’s one of the 
most famous hotels in the world.” 

You'll be amazed, too, when 
you walk into your big cheerful 
room at the Astor, when you en- 
joy that delicious food. Expen- 
sive? Here’s an idea...room 
rates start at only $2.50 a dayl 


PITTSBURGH PAINTS 


As thoroughly and economically as Pittsburgh Paint Products 
cover a surface, does regular advertising by the Pittsburgh 
Plate Glass Company in The Christian Science Monitor cover 
a responsible and prosperous market. Last year, in addition, 
local dealers featured Pittsburgh products 803 times in their 
own advertising in the Monitor—an average of more than two 
a day. The value of such added space measured in dollars and 
cents is surprising . . . but its value in added distribution, 
sales, and good will can scarcely be estimated. 


THE 


CHRISTIAN SCIENCE MONITOR 


Published by The Christian Science Publishing Society, Boston, Massachusetts 
Branch Offices: New York, Chicago, Detroit, St. Louis, Kansas City, San Francisco, 


Los Angeles, Seattle, Miami . 


. « London, Paris, Geneva. 


we Se Z 
ee | ¢ 
ore s ok ys G: 
un- 4 
Ssses Soe , Pe 
wey ooo 
17 oy on ‘i! . 
16 ae ait ¢00D corral ECONOM | 
~~ ’ 
37 we | : 
: Si al ty ‘ean 7 = 
OR F it * be : | ~4@ : : 
“4 ar nh | pe eines 
5 for ef — s 4, ' ee Ss 
7 . ee: — EE a y il a Sha i oy vas 3 
—_—_—_—_—_—_—_—__—_—_—_—_—_—_—_—_—_—_—____—_—_—_—_——=—_—====>—>>——_>—————__—~_>_—_—~asy—>>——_s__={=[[{["{s{[—y"y—s[|_"==={[Ema=_y—_a{=a=anamaEe=ar_ev__ea=a=aaes=a=a=l_l_l_——————————————————————————SS!J7 
mums = OAAN EXAMPLE ,OF DEALER-IZING © aii 
ee pies 
eee <8 his Dh : aun Sans: 
g* ; ae ; 3 i : — eo 
Qy Le . ” 
7 es ee? WY ne GW are 
. wk ; ‘ag ae en : toh tre 
x : d oe Ca X ae hee rere P oy ue ae 
) P F Son SS f - . ey hoi | : : & i ies ys a3 
oY iy it~ ela jo ees 
L as) a * eg gay. esas ey Peis SE ese 
Se, AL , . AS? ian Bes 
“es : OP a es cae 
, ae A 5 ud fa pt ee Se ey s 
ot ale cs vent iene eye 
| SEEN Cte Be ee, 
: me Nee re 
| Oe Mee CO Cee *, Gan oe 
coomapanenecceeesreccsccccnecerenenacnccces EP aie 3 oe, OI, ue ope: 
EN ) Pee 
: or. As one ax bee 
Ps, ~ JOS Oe sie > one ae eee? 
| » Pg ‘o. ota 4 a. ‘a i % 
On bes he Soe og 4 se 
OT _ ; be “Age “ys ~ a a . ane & 
| ee Ke Oe OLE: ew as 
| . a oe. eee AN AP 6 = 
ee 
ee iy 
ag is 
ry 
eS 
os. a, 
. # * 
3 oa 
At : 
“Wo HOTEL 
ASTOR eee 
H ss 
ie : ee 
4 n 
| i SisQUARE- NEW YORK || 
2. a Uv AILY NEWSPAPER FOI . THE H UME | |XUM 
Rg a tee TF sc et Sergeant CRE Raa em  R  Rh es cea CL | ee ce ee 


, 
| 
| 


36 


ADVERTISING AGE 


December 16, 1935 


New Model of 
Wardrobe Bag 
Cracks Record 


New York, Dec. 11.—A new wrinkle 
in wrinkle-proof travel aids, adver- 
tised in a group of magazines reach- 
ing the nation’s most energetic trav- 
elers and in a selected group of col- 
lege publications, has brought 
Atlantic Products Corporation, Tren- 
ton, N. J., manufacturer of Val-A- 
Pak, the biggest month in its history. 


The first version of this bag came 
out two and a half years ago, involv- 
ing a revolutionary principle in lug- 
gage construction, which provided a 
compartment for hanging suits and 
dresses in natural position, with 
other compartments for underwear, 
shirts, shoes and sundries. 

This fall’s campaign, created by 
Dorrance, Sullivan & Co., New York, 
was based on improvements. The 
original Val-A-Pak was designed to 
protect contents from wrinkling. The 
new model adds outstanding smart- 
ness. The new designation is “the 
Styled Val-A-Pak Wardrobe.” 

Results of the fall campaign are 
refiected in the statement of Theodore 
S. Cart, president of the company. 
November orders, he said, are 90 per 


cent ahead of any November in the 
firm’s history. 

Copy shows how the wardrobe 
opens and closes, stresses the fact 
that it can be carried folded or flat. 
This means that in automobiles, ho- 
tel closets, etc., it can be suspended 
and garments hang in the usual way. 
In luggage compartments, it may be 
laid flat. 

Magazines used are American 
Golfer, Esquire, Field and Stream, 
Motor Boating, New Yorker, Polo, 
Spur, The Sportsman, Town and 
Country, Travel, Vanity Fair and 
Yachting. 

In addition, special supplementary 
work is being done in selected college 
dailies in the East, including Yale, 
Princeton, Columbia, Harvard, Dart- 
mouth, Cornell and Pennsylvania. 


Again Semi-Monthly 
The Western Farm Life, published 
once a month for the past two years, 
will resume publication of semi- 
monthly issues beginning Jan. 15. 
Publication dates will be the Ist and 
15th of each month. 


Daily Gets Corozone 


Corozone Air Conditioning Cor- 
poration, Cleveland, has appointed 
Walter Daily, Inc., Cleveland, for its 
advertising. Magazines, business 
papers and outdoor posters will be 
used. 


Advertising Managers 
Pick Kenneth Laird 


Kenneth Laird, vice-president, 
Weco Products Company, was elected 
president of the Chicago Advertising 
Managers Club Dec. 10, Other offi- 
cers: H. D. Wexelberg, Van Cleef 
Bros., vice-president; J. E. Bulger, 
Chicago Motor Club, secretary; H. D. 
Paine, Chicago Molded Products Cor- 
poration, treasurer; Patricia Gordon, 
Princess Pat, Ltd., director. 

The following will represent the 
club on the board of the Chicago 
Federated Advertising Club: Elon G. 
Borton, LaSalle Extension Univer- 
sity; J. M. Kraus, A, Stein & Co.; 
Mary-Gene Hoche, Club Aluminum 
Products. 


Names Amos Parrish 


Rubber bathing wear and drug 
sundries advertising of The B. F. 
Goodrich Rubber Company, Akron, 
O., has been placed with Amos Par- 
rish & Co., Inc., New York. A. C. 
Lowitz is the account executive. Both 
Miller and Goodrich brands are in- 
cluded in the appointment. 


Starts Cuban Copy 


The National Hotel of Cuba, has 
started a campaign in Eastern and 
Middle Western winter resort issues 
of newspapers, and in magazines and 
class weeklies through the Andrew 
Cone Advertising Agency, New York. 
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DOMINAIES 


the Minneapolis market 
days in the 


year! 


- Leads the Second Paper | 
_ Total Net Paid Circulation 
Daily by 17.5%—Sunday by 24.1% 


Minneapolis Tribune 


WOODWARD, 


THE HOME NEWSPAPER IN THE MOST HOMES 


NATIONAL REPRESENTATIVE: JOHN B. 


INC. 


NEW YORK « BOSTON « CHICAGO « DETROIT - KANSAS CITY + SAN FRANCISCO - LOS ANGELES 


—— 
—— 


Getting Personal 


Researching material for his book, “Breaking Into Advertising,” 
Walter Hanlon disinterred the following interesting facts as to how 
prominent advertising men started where they are: 


Raymond Rubicam, a Philadelphian then, got results when he took 
an agency head sharply to task for keeping him waiting nine days 
on a hard bench for an interview... 


The spirit of Allyn Mcintyre, Pepperell Manufacturing Company, 
roamed the copy departments of leading agencies, while his person 
was anchored in his father’s printing and engraving business. After 
enough of this he put on a letter campaign which united his astral and 
corporeal selves at the Ayer agency... 


Chester H. Lang, General Electric Company, changed ladders while 
high in the air, going from comptroller of the budget to assistant man- 
ager of the publicity department, a job he liked much better. . . 


John Benson, American Association of Advertising Agencies, de- 
cided, at 33, to throw up the coal and iron business for a combination 
job as bookkeeper and copy writer with Bill McJunkin. He had been 
writing for the business press as a side line. . . 


Howard Black, Time, began as a classified solicitor on the old 
Telegram ... Hill Blackett went to work the day after graduating from 
college as “internal distribution boy” with Lord & Thomas at $50 a 
month... 


Bill Benton quit a selling job with National Cash Register, which 
he had held for 18 months after leaving college, moved to New York, 
and lived for weeks in agency reception rooms until one agent rashly 
took him on... 


Ray Bowen, New Yorker, is a graduate engineer. He never prac- 
ticed this profession, going to work as a solicitor for the Review of 
Reviews promptly on graduation... 


Lee Bristol prepared for an advertising career with several years 
of personal selling of a variety of things from business machines to 
bonds. . . 


Don Bridge, New York Times, sold circulation before he sold 
space. . . Charles H. Eyles, Richard A. Foley Advertising Agency, 
Philadelphia, went from news writing to an agency copy desk and 
advises all young hopefuls to do likewise. . 


Ralph Starr Butler, General Foods, while revamping a large manu- 
facturing organization a number of years ago had to employ an adver- 
tising manager. The more he thought about the job the better it 
looked to him. He finally took it himself... 


O. J. Elder, Macfadden Publications, worked for his spurs as sec- 
retary to an agency head. .. Henry Ewald started as an office boy in 
the advertising department of a department store. . . 


George S. Fowler, Newell-Emmett Company, got his feet on the 
right road when, as a.m. of Yale Alumni Weekly, he sold a big contract 
to Sidney M. Colgate and was offered a job by Mr. Colgate by way 
of a bonus... 


While a student at Michigan Agricultural College, Don Francisco, 
Lord & Thomas, made expenses as a newspaper correspondent. On 
graduation he joined California Fruit Growers Exchange as an in- 
spector and rapidly worked his way up and across to the advertising 
department... 


J. Stirling Getchell studied advertising at night while running 
errands for a New York agency. His chance came with a copy service 
job with Class Journal Company... 


Bill Hart, E. I. Du Pont de Nemours & Co., made a bee-line to the 
advertising department of Burroughs Adding Machine Company as 
soon as he received his college diploma. . . 


H. B. LaQuatte, Churchill-Hall, capitalized his knowledge of the 
alphabet to get a job as filing clerk in an agency. The rest was easy... 


Albert D. Lasker, a newspaper reporter at 17, took a “temporary” 
job at $10 a week with Lord & Thomas in 1897, thinking the adver- 
tising experience would be useful when he was publishing his own 
newspaper. He quickly found out that he preferred advertising to 
publishing. .. 


J. M. Mathes went to work as a youth in the checking department 
of the Ayer agency. . . Stuart Peabody, Borden Company, seethed in- 
wardly for three years while working as an accountant before his 
persistence won him a trial with the McCann agency... 


Gordon Seagrove, Lambert & Feasley, felt the scorn of the news- 
paper ace for advertising for several years, but has never ceased to 
feel thankful that he saw the light in good time... 


Daniel P. Woolley, Standard Brands, began his advertising experi- 
ence by organizing an advertising department for the old Fleischmann 
Company... 

* - s 

Val Schmitz, a.m. of F. & M. Schaefer Brewing Company, and 
John Johns, of BBDO, contributed an epilogue to this season’s football 
history with their break-training party Dec. 9 for the Princeton 
squad... 


Harry Hough, of Ruthrauff & Ryan, is marking off the days until 
June, when he will be married to Lydia Viola Hoffman, of New Bruns- 
wick, a senior in New Jersey College for Women. . 


Dick Grahl, McCann-Erickson, has announced he will no longer 
compete for golf prizes. At the outdoor convention in New Orleans 
he won the grand prize, consisting of garbage cans, wash boilers, 
a general line of kitchen utensils and about every other product made 
by the Wheeling Steel Company... 


The annual stag of Chicago Post No. 170, American Legion, at 
the Sherman Hotel Dec. 6, looked like a home-coming week for space 
buyers. In the throng were G. R. McGivern, of Blackett-Sample-Hum- 
mert, who is said to be the youngest media director in Chicago; Otto 
Stadelman, of Needham, Louis & Brorby, who from his six feet six 
inches looks serenely down on earth-bound mortals; the companionable 
Adolph Ensrud, with his boss, George Pearson, of JWT; Frank Avery, 
of Neisser-Meyerhoff, who is growing younger daily; and Herb Hulse- 
bus, of Stack-Goble, who seemed to enjoy the proceedings. . . 


Herb Craig, of the Chicago staff of Hearst International Advertising 
Service, is hors de combat with a broken arm. . . Homer McKee, Chi- 
cago advertising agent, is distributing reprints of “The Business Man’s 
Prayer” to some of his friends. Mr. McKee first wrote this master- 
piece in 1917 and thus far has been unable to satisfy all of the de- 
mands for it... 


Lloyd Smith, production manager for Albert Frank-Guenther Law, 
Chicago, lived up to his title by announcing arrival of a seven-pound 
boy Dec. 10... 
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PROOF OF THE OLD GOLD PUDDING war on bootleg gasoline.” The copy In the event of the coast’s recur- 
RID GRANDE IN asserts that “cut-price gasoline wars|rent gas price wars, the major com- 
sav wassmarans Elite Conte/s elo have bred many ‘gyp’ brands of the| panies are financially able to ride 
Ce ee cheapest gasoline, carelessly produced | out the storm. They continue to sell 
in crude bootleg stills. Low prices|their first structure gasolines to 
attract many unwary motorists who| owners of new cars. The subsidiaries 
cannot see the damage done to their] are often used in these wars to oc- 
motors by such kerosinish, carbon-|cupy the front-line trenches and bear 
; 0 S GASOLINE WARS laden mixtures.” .| the brunt of the fighting. Chief loser 
: ; aes oe my Basis for Drive jis the independent producer selling 
es, ee ea did mith the money | In the often hectic Pacific Coast|through independent outlets. Per- 
oa ; a ane : ; gasoline marketing structure, Rio | haps the only gainer in these wars is 
_ im re aes remain, ee Pe Grande occupies a middle-of-the-road | the so-called “tea-kettle” distiller. 
war to end war—a — 
and was instituted on the Pacific Coast song ae <f ta Na cee - Yardstick for Motorists 
: SE eee Oe ie anaes tng |Sroup of “independents” who sell'| Striking a direct blow at this di- 
nite pany, ine Angues snot Copeny. | through independent outlets, a group | version of sales from legitimate chan- 
ee Sinclair Consolidated Of! Company. | o¢ firms wholly owned by the majors, | nels, each advertisement in the new 
Timed to bring to a decisive end| nq then several smaller producers | campaign displays a prominent line 
de- the most recent Coast gas war, Rio|anq distributors. In spite of Rio|declaring that “G-Gas” is “guaran- 
tion Grande has launched a single-handed Grande’s more or less recent acquisi- teed to exceed government specifica- 
een offensive aimed at “bootleg” gaso-|tion by Sinclair, it is generally re-|tions.” This guarantee tends to 
eR PS. You can't ove with OM Gold's comsmouraunctie | lines. In an extensive newspaper | garded as a member of the second | stabilize even the highly fluctuating 
old STM eo rach LOM Golde Soke wn oh queen, yo dee advertising campaign, this southern | classification, and not as a “chain” | “warring” grades of gasoline by giv- 
rom MMMMMMMRRMMII Sow ces pice you pass pusponage tomstan mocy nom California petroleum company is in-| company. ‘ling the consumer a minimum yard- 
0 a troducing a new third structure gaso-| The marketing efforts of the first|stick by which to measure the 
. . line called “G-Gas.” This product|two groups are devoted almost ex-|danger-point in gasolines. Reiteration 
w s of Old Gold newspaper advertisements, stress- Group ger-p 8 
hich ae y Bae os te har An oo adh offer is lived u re takes advantage of the recent flood|clusively to the “premium grade”.| of the fact that third structure gaso- 
ork, ing the Of y h a . h P of publicity built around Edgar | gasolines. These firms distribute| line, as well as first structure, must 
shly scrupulously. course, the ending is a happy one. Hoover’s famed criminal hunters. By|second and third structure gas, as| measure up to certain qualifications, 
inference, it identifies itself with the] well as their advertised brands, but| will have the tendency, officials of 
ee . fi ¥ * f j i a 
rac- Advertising Awards Midiid Hn Mend Ghia eee ee eee 
> of C __s E d D 31 Advertising for Poland Spring Dis- i small independents devote their en-|sumer away from the purchase of 
ompetition nds Lec. tilled gin, made by Hiram Ricker & In sensational two-color advertise-.| tire energies to the sale of the per-| gasoline of no known quality, and, 
The first competition in the new] gons, South Poland, Me., and bottled | ™ents the first blast in the campaign| haps less profitable non-premium:| perhaps toward the purchase of Rio 
bars Annual Advertising Awards spon-|in a replica of the 100-year-old Poland | @22nounces that “Rio Grande declares | grades. Grande’s “G-Gas.” 
3 to sored by Advertising € Selling, 9 E.|pottle, is being released in Maine, 
38th St., New York, will close Dec. | Massachusetts, New York and Rhode 
sold 31, the publication has announced. Island, through David Malkiel Ad- 
ney Advertisements and cam paigns|vyertising Agency, Boston. 
and which have appeared in the United ouunainaadeiienie 
States or Canada during 1935 are 
eligible for entrance in the competi- Crane P romoted 
anu- tion, which is designed to perpetu- G. S. Crane, sales manager for 
ver- ate the aims and achievements of the | Cutler-Hammer, Inc., Milwaukee, has 
» * Harvard awards, which were discon-|been appointed vice-president in 
tinued in 1930. charge of sales. Mr. Crane has ave Ou Ti 
spent 25 years with the company. 
sec- aerunnapemenes 
y in I. B. M. to Repeat Boutelle Steps Up 
i ' Charles E. Boutelle has been ap- 
the 3 Contest in Schools pointed supervisor of sales for Reo ° 
sant ie International Business Machines | Motor Car Company, Lansing, Mich., TL u oe ria cS C O ul TL 
way "yg Corp., New York, has announced an | after five years in the sales depart- a 
HE essay contest for 2,000,000 third and | ment. 
4 fourth year students in all public, scion 
sco, 7 parochial and private high schools. “A ° Boy” : . 
On s og Rage = be, te maportanes fas. “ 7 tcan an sail @ AGENCY executives entrusted with “How We Manufactured Sales Through 
S "8 part the school plays in development uddic *. Lawrence has err ” : . 
Pow : of the power to think. The first | appointed Chicago representative of pe = - ae an sell ae ae = ce Jr 
s contest was held in 1935, with 38,000| The American Boy. His offices are ae eee ave an obligation Coeur y- ependen eumatic 
entries. at 180 N. Michigan Ave. to fulfill aside from the mere technical Tool Company, Chicago. 
i i inci isi a 7 . ° 
saa pire ag sagen: a = advertising | Reprints Help Promote Industrial Har- 
bare i rd Be - pe Y Be geen an i. mony.” by Robert C. Byler, Advertis- 
th — so ~~ ing Manager, SKF Industries, Inc., 
‘Oe ough knowledge of current practices in Philadelphia 
as the industrial field with specific refer- _ = 
e e ence to distribution, sales promotion, A Catalog By Any Other Name,” by 
ees C control and other activities which are Reeves Pulley Company, Columbus. 
oid playing an important function in mar- Ind. 
a keting industrial products under to- “Training Salesmen for Equipment 
: to ans an O day's conditions. Selling.” by Bernard Lester, Assistant 
Sales Manager, Industrial Division, 
1ent @ The foremost thought and the details herent verge & Mig. Com- 
in- +s . : “1: of successful practices being used in pany, ttsburgh, Pa. 
In many advertising agencies direct mail is Pag aa : 
— y & 46 as 3 ; this highly specialized field are pre- “The Tragic Waste in Selling—How to 
looked upon as an unwanted stepchild, in spite of sented each month in INDUSTRIAL Overcome It.” by Homer J. Buckley. 
‘pa the fact that direct mail properly planned should MARKETING—the only _ specialized | Buckley.; Dement & Co., Chicago. 
0 ° : service available for advertising and ai eat ss 
be a part of at least nine in ten of all local and keti : : . : Planning the Advertising Program for 
; | ad marketing executives in the industrial 1936,” by L. W. Seeligsberg, O. S. Ty 
erl- j ic] i 7 . ’ . '. ad 
national advertisin rograms. field. 
ann & pros son: & Co., Inc., New York. 
Also, direct mail is about the only kind of ad- @ If you have an industrial account in Aad ether peotiicgl. taleemtibes mie 
004 vertising that can be used efficiently and econom- = agency, at Sane be nee terial which should have your atten- 
| ; ‘ . . magazine because it will keep you tio 
' 1 1 r Aa A n. 
ston ered “ geen many sorts of machinery and epto-date 4n Gin ecttelias Gat ener 
materials to industry. ’ on i i i 
til , prise the complete industrial marketing == @ Put INDUSTRIAL MARKETING on 
— The laws and technique lan and copy are right : . your regular reading list. Subscription 
§ dj ° nati a P PY nied , rate is $1.00 for a full year’s service— 
ger of direct mail are quite dif- eee @ The December issue, for instance, 12 big issues; beautifully printed and il- 
ans ferent from those of gen- eset an fal y contains these factual and interesting lustrated. Fill-in and mail the coupon 
—_ eral, or publicity, advertis- “UN@rees OF successtu di- articles: now. 
ing. Direct mail is intended "ect mail selling cam- | 
. : aigns, in every conceiv- 
at to sell. It is direct and P&lsh: e eecooevoevoeveveeeeeeee ee & © &© @ @ 
ace must bring tangible direct able line of business, in 
a returns. You can’t alibiia Wide spread localities, INDUSTRIAL G, 100 EAST OHIO STREET, CHICAGO: 
six failure. And there is no under greatly varied condi- Y , =e 4 
able reason for failure if the tions. es, we have an industrial account — 
ery, ee. 
iIse- and we want to read INDUSTRIAL MARKETING every month—enter 
The booklet “WHAT'S WRONG WITH ADVERTISING?” eae f $1.00 ith th i 
i ir i t . ta ome 
ing ree 6 Tele oe ot eet te ae Coe our subscription for one year ($1.00) to start wi e current issue. 
an’s O 
ster- . Remittance 
. Charles Austin Bates Attached 
aw, ; O 
t New York ; 
ead 18 East 48th Stree a 
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Stotter and Powers 
to Lord & Thomas 


David W. Stotter, formerly vice- 
president of C. C. Winningham, Inc., 
Detroit, has joined the creative staff 
of Lord & Thomas, Chicago. He has 
been with Hays MacFarland & Co. 

Thomas F. Powers, who has been 
in the art department of several Chi- 
cago agencies, has also joined Lord 
& Thomas. 


Goodrich Shifts Yarnall 


T. C. Yarnall, formerly manager 
of the Goodrich Silvertown Stores, 
Cedar Rapids, Ia., has joined the staff 
of the retail department of B. F. 
Goodrich Company, Akron, O. 


“American Weekly” 


Holds Sales Meet 


The seventh annual meeting of the 
sales organization of The American 
Weekly was held in New York Dec. 
9-11, presided over by Mortimer Berk- 
owitz, general manager, who was 
assisted by W. C. Spargo, H. J. C. 
Henderson, and E. M. Swasey, vice- 
presidents, and the following terri- 
torial managers: W. Scott Patjens, 
J. B.Meigs, F. C. Brown, Clay E. 
Herbst, F. L. Miller, L. W. Stetson, 
R. M. Dodson, W. J. Reilly, Coulter 
McKeever, and Franklin S. Allen. 

Speakers included Morrill Goddard, 
editor of The American Weekly; 
H. M. Bitner, general manager, 


HOW PRICE CHANGES AFFECT DEMAND 


INFLUENCE OF PRICE UPON MILK SALES 
(January, 1932, as 100%) 


1932 1933 1934 1935 
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Relation of price and demand, about which little is known, is shown 

tor the Chicago milk industry by these figures collected by Asso- 

ciated Milk Dealers, Inc. While price cuts usually stimulate demand, 
this failed to hold true early in 1932. 


Hearst Newspapers; R. E. Berlin, 
general manager, International Maga- 
zine Corporation; B. C. Forbes; Paul 
Hollister, executive vice-president, 
R. H. Macy & Co.; and W. B. Ruth- 
rauff, vice-president, Ruthrauff & 
Ryan, Inc. 

Reports of The American Weekly's 


departmental activities were pre- 
sented by George Shor, director of 
plan and research; Irving Davis, pro- 
motion manager; George E. Wilkin- 
son, New York manager of the trade 
extension division; and Lionel B. 
Moses, Chicago manager of that di- 
vision. 


“Now, Miss, this is straight stuff. 
... I've seen it happen too often..." 


When Ross Factfinders go into the highways and the by-ways, they know how to dig 
out those off-trail answers which smart sales managers and advertising directors for 
automobile and gasoline companies, for example, turn into larger profits for their com- 
ve been trying to get the answer to that question for 
the last three years and here you go and turn it in without a peep." The reason is that 
our field force doesn't try to be super-intelligent and doesn't have any preconceived 
notions as to what answers ought to be. They've seen notions kicked into a cocked hat 
too often. They've learned to respect the "Straight Stuff" and to recognize it when it's 
being handed out, label or no label. 


panies. A client once told us: 


You'll like the refreshing viewpoint in “The Woods Are 


Full of Experts, But...” 


Shall we send you a copy? 


ROSS FEDERAL 


RESEARCH CORPORATION 


EXECUTICE OFFICES: 6 EAST 45th STREET, NEW YORK, N. Y. 


31 BRANCHES © 3700 BONDED FIELD REPRESENTATIVES © 380 MOTORIZED SUPERVISORS 


Expect More 
Insecticide 
Advertising 


New York, Dec. 11.—If the public 
attention focused on the annual con- 
vention of the National Association 
of Insecticide and Disinfectant Manu- 
facturers at the Waldorf-Astoria 
combined with trade comment can be 
regarded as reliable indicators, ad- 
vertising of insecticides will be con- 
siderably increased. 

Representatives of the big insecti- 
cide manufacturers declared _ that 
they will spend more money in 1936 
in advertising than previously, al- 
though the exact percentage of in- 
crease was not made known, It was 
pointed out that the market in the 
last 10 years has grown to extensive 
proportions. A conservative estimate 
placed sales last year at $150,000,000 
while more enthusiastic members 
said the volume was twice that 
figure. 

Public interest in the convention, 
ordinarily lacking in color from the 
consumer viewpoint, skyrocketed 
when a newspaper man extensively 
quoted one of the association mem- 
bers as saying that a super bug to 
end bugs, an object as large as a spar- 
row, had been developed and its re- 
lease by the college professors who 
crossbred the giant would destroy the 
insecticide market, that is, if the bug 
cannibal did not destroy its creators 
first. 

There was a strong current of re- 
sentment shown over this figment of 
imagination by many of the mem- 
bers, while others laughed it off. 
Nevertheless, the association’s pro- 
gram of publicity on its research and 
other activities will be continued an- 
other year, it was voted. This does 
not involve cooperative advertising. 


November Ward Sales 
Best Since 1929 


Gross sales of Montgomery Ward 
& Co., Chicago, for November, 1935, 
were $30,910,462, an increase of $4- 
009,656, or 14.91 per cent above No- 
vember, 1934. Gross sales for the ten 
months ended Nov. 30 were $248. 
118,454, an increase of $38,807,805, 
or 18.54 per cent over the same period 
of 1934. This is the best November 
sales record in the history of the 
company. The best previous No- 
vember was in 1929, with sales of 
$29,851,303. 


Names A. H. Burtis 


Iowa Broadcasting System, Des 
Moines, has consolidated its merchan- 
dising, market research and sales 
promotion departments under the di- 
rection of A. H. Burtis, formerly in 
charge of promotion for Associated 
Press Feature Service, New York. 


Moore in New Post 


Louis J. F. Moore, formerly promo- 
tion manager of the New York 
American, has been appointed pro- 
motion manager of Hearst Business 
Magazines, New York. 


N.Y. Admen See 


New Composing, 
Printing Aids 


New York, Dec. 12.—A new Lino- 
type designed to achieve the effect of 
hand composition and a new five. 
color printing process said to effect 
remarkable economies were demon- 
strated to advertising men here this 
week. 

The new Linotype was unveiled at 
the plant of Kurt H. Volk, Inc. Mr, 
Volk, head of the firm of typog.- 
raphers, designed the equipment in 
collaboration with experts connected 
with Mergenthaler Linotype Com- 
pany, the manufacturer. 

Defying the agency art directors 
present to distinguish between hand 
set type and the product of the Volk 
Linotype, Mr. Volk asserted that the 
76 fonts of type on hand for the ma- 
chine were identical with foundry 
type equivalents. 

“In some cases,” he said, “we have 
designed several score of new liga- 
tures which now make it possible to 
fit together closely certain combina- 
tions of letters which, even in hand 
type, had previously required labori- 
ous notching to eliminate gaps and 
awkward spacing.” 

Separate Italic and Roman 

Equipment for the new machine in- 
cludes new single letter matrices 
separating the Roman from the italic 
Heretofore, the italic and Roman 
letters have been carried on one mat, 
called a “duplex,” with the result 
that when the italic letter was 
punched there was the effect of letter 
spacing. 

The new color-printing equipment, 
a Claybourn rotary press, was demon- 
strated by Baker Press, Inc., which 
claims the unit makes five-color pro- 
cess printing available at the cost of 
three-color process. 

The press prints five colors in a 
single impression at a running speed 
of over 3,600 impressions an hour. Its 
features include additional multiple- 
color units, mechanical make-ready 
and registering equipment and a 
Paasche spray. 


Kroger Sales Show 


Substantial Increase 


Total sales of Kroger Grocery & 
Baking Company, Cincinnati, for the 
12th four-week period of 1935, ended 
Nov. 30, were $17,349,491, an increase 
of $281,462 over the same period of 
1934. Cumulative sales for the first 
12 periods of 1935 totaled $209,869,- 
988, an increase of $7,266,080, or four 
per cent above cumulative sales for 
the first 12 periods of 1934. 

At the end of the 1935 12th period, 
the company was operating 4,254 
stores as against 4,352 in 1934, a de- 
crease of 98, or two per cent. 


Aubuchon Advanced 


Cliff W. Aubuchon, national adver- 
tising manager of the St. Louis Star- 
Times, has been appointed advertis- 
ing director. Mr. Aubuchon has been 
with the Star-Times since 1920. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “* Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


~ UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


Have our representative call. 


ic o 


BOSTON 


eee Paes = . 3 */ > sy a ‘ 4 Fe = _ . £ 7 a : Z ; E ; bd : , % 3 “3 Sean z 
: re a a Le 
; “= ie eee eS aT Cr O_O ee SO - = eee SOEs — ‘ 
; a PF 
‘ } 
| a 
> | 
} 
ae 
; | — — 
a 
“' 
| 
’ 
| 
| 
; 
S Po 
: : | 
; | 
ae | , 
j 
| 
ee ae 
on 
Be 5G, Coa 
0 eta ecg hh aa : 
ig Soe age te 
IR ieee 
Ree 
Re eae eas aera ege 
ibrar wows ec ee 
dour ara 
FS bg een 
ie age 
A ie Cee 
eal 
rae e ; a F 
ree Swe 
: ae me Be —eEEEEoEo——E—E———————————————— le _ eee 
le arenas 
ee.) Se eee 
pita? ke anew i “e : “eo a) : ‘ tn : : 7 
cans ae ee 7 ones pce ty PR ae Soy ae ae ee et i! oe et he AS ee Pa ee i: Sh 9 wes 
Se a Fic. eee, a keer aera rgE aa ‘See ee, ire LS ge bay's. “eae ae a . - 
Boel ane : SL GM ee i Te oe Taps ce ge oie 7 aR a BR eet «Rie ron 
teen Weare Pee Le nn oor cn ema Ce ene a oe — a ? we ore i 
Sipe os Ae eon eae Se Ee soe el Faats aig Pe hte } re aX): rg &. ays rt > a . 
Shay? yore 66 ec. een at Ne eee een, he ‘ Se ing. 5 ee 
SAR See , a Ai Ait oa an ee aes ee Se ek dean ek . oe ics, hind ee ' ee : 
Pa 7 ae 3 Witt Peeper ees, ha es ewtad ar es “iy Se a a ae se ms ber eee 
ee ae Be i ae te ee i oS ge ame ee 
i Ss Ae ae a aCe an rst ea, eae eee ¥ he rhe ha : Sia ae! . 
i ecg —— r ae —_ “a 
SSeS eer: oo ae 4 74 
fia cana Be 2 it | pret . 
cep NES SuPer an ; ; : “a —. 
a 2 Bi ten Silke q ry he Eth | * om is: 
: 4 raid i 
oe: } i ; sis 
> = 
: iki ' i | t ; oo 
i) & - it ; | ‘ or ——— 
cis oe et : ma : / , r 
are ei : ? aap .. paea ; 
he oo . bitty 3 Ae ¥ is 
coat y: oy oe ee é n it \ £4 aoe 
eal eller of Myo z : , YY owe ? & +, Seen nae i ee ee 
: eo eae ee i aia uname Z 3 Br or Team gua at es ae eet ies fa 
Sees ae oh | ye = Po cai i) ear te > elle ai aa 5G take - aoe OR Meet a 
ome es: z Sa cng RE a eee SRS es se ee # 
iy he ia ae BS Seu a ae a rat ee 2 Sale sen aged ae ed te : 
hi eae > ee ee E Myaat oar Saw: mer et ees 
Comme hind ee : a eee in a, ae i Soa ne cs ace é 5 
sarah cg soem i ei Set He OE eee ee Bere ts pieces eee o.,. | GM ra inated a 
BOPP Sas ite " ganar: i : = eae wR Eee roe ee DD Nea ie ORTON é 
git Fon. ‘ bai aa BP rol ae a spy erie 
SI : eth j ¥ ‘ a rare Sabie Roe oct # ag ; Nie Neat 
Sh, ae a . ‘ 4 chives; ere - i 
oO eRe iy . im - ahs FS oe = f . a 
Aes, eae ¢ i ante ; een paiten i * Fe ~ q 
pean 3 te ) a aan en 
tee 2 ae ees “he Tei. ; ae a poy ie cameos 
ele tna yaa? ae SE ee fol ae ek a i io ; ay ea gi es OEE 
Rear 5 it Se ee ae ae Ae ie ey eS ; e ee 
hs Sean DS. eR iste ROT toe PAC ap eke, tee ae *, ea “Oast eine oe be j a 
ees. ie ie Le eRe Oe ee oS ae eae ig PE 
aS a ee Le ee em ER nk ee aes oe) a oa ay tick Tine 
gine iaske coe rr aE vee FR Se pe ea : — ho 
ie See las = fi : ge ae , : ed & sb acai nhs —-% : 
: ae i x : ee oy Ani iS 4 
aoa ”, ks - —: s ’ PA es — a i cae hf yee R 
fsa a oa ee eine re Laven 
a : £ x a ci edn eset 
Ree a BR Ss er ees re ee eM ae ; oy Sn re 
eae et a Ud Se aa Pe eee cae ae Solis emperor Ped “ae es a baal ier i > e 
: - rn Se A: ay, | 
ft t ee le ~~ 
ae : ‘ ue Ba ie ert tae aie gs pian it 3 a OTe, he See 
; “4s Fe : Pic Dias pe: : + oe 
S a os : n re: - Bye en Omer) Ci Cee? | ety eerie Aen ate Se Asc ai er ey 
2 Soe . 2 a ee sesh Py eas CTR ee rd i 
a * - ; Rai et Re es Pe Meh 
F Tas Mio | Slaw A Mey ger : . 7 od SRS oO > Re ee 
PE Sigh SEAS Me peat = Sys ie Rae ee Lm SPE nf get E Ss ew at ea ae 
: ss ee AT ee ae bP SS a SS OV he Se Se Pn el Ae ee en ree” oe a} Se 
ee ~ae* PA? 3 Sa SO eae A . ‘ » 39 we 23 Sse 
; j a4 > rol ae ee “7 / inae Sete bebe Pee ig eI ah Soe ge rae ea pte inde Cae SS mt o 
j Sins 4° £2 Ga ae eS ae hs Pie Ze 0 SR Oe Pm ie Soe zets oo ke tho ee os 
| - ¥ mi. p 2° 6 - - ws, “ as 4 5 , a . “ , 
is 
era ee ee 
Te Nae 
Fil ee Te 
Seige Na lgy at RRO AS 
et eo SI 
| SC ee 
ay oe 
phage Nik i i ea 
oie ine as ena ie 
Be Rane Agee 
ot eee | 
ci yo eke ae 
Peace a ee 
= &, P 
ee i a 
ae al pees ; A “ 
i Co ane (i : oe 
A aaa NSE <al 
i cecil i 4 Y. 
i be AEE, WA 5S, 
s ae of | 
Aa : a 
eae me pS €@ 
oe r 
Ey we re —_ - --- —_— : 
i , 
: 
ee were 
eee 
F Be 
a7 
y ee 
a ates 
ae nae! iba 
ire 
ee Spee 
: ‘s ao un 
7 | _ : spe 
' | _ | ‘ — Bee 
‘2 ny Tas ieee % 6S i ie 
eee ie a ee AU s™, 23 ee: ane 
J eat FY ie 7 
; ee * a : 5 he Get! “Vltes 
¥ “f yy > \ cea aie ge =a) 
sina eee er Ps pete, Ee : 
a) eemeere. ou : 
: PHILADELPHIA New YoRK CHICAGO — 
ess 
Bese tg So Phy ena 
ae oe Oa ie Neate 6 OR es eee ae eaten Renal VaRWe Cnc tee eo sD Eee ee é nes 4 Pes ihre ete wer sat i be . Epon, ae ‘ wees ng Siena ee ; : 
sah is ieee eeu, SU See eS be oi ee oe Rr ae haath Oa tery atk S Syne Maem ee se Sees prebeen ee age UG) J shal RR RRR ee Ny Sani vai omits ide eas Renate Se teu & ee 4 bipieae wie Bees - : : ‘ ie: oe BI Sle hay Reg 
La CEES gh ar eae SNe eee ae ars : pats Ae cea ar eek ey ek, Ons Sue A, A eam en aie ear evict, ee Cee nM apen 7 oie he eee oly Moe a Acar rit aeday tna) ee OSs ON Re TPT ae Ohi Make” a ox ree aah eo ee wo ioe 4 oes De Pe Si j 
Goa eee ae peaerat Rese Ree nme wilt 5. Teal ee Ber pa ue Stel Skis Caper yoy! Sune ai sPenbi tag Me sae eat ee ty Sea Uh, SOS Fee tenet Se ur Jap ees cag fe. SNe mn, Wane SUM sc a ne Bathe ee re ee ce en, So Eee Ppa Uiseaked = coed aaa Ne Si) uid eal ie ee cae ae eS Sip LE Soule Tes Mec Ate tos 
rs cammaes MUR a cee AT Sua tye pte Lips Lei are, See Pere Mee Wg ean ete Seent me ee, aie CRAG see Bs iN pe pie gat Roce at AL Ft Aa ae ORM DT RE ie Ce EP Top x Gee oe pots wr Rage! 5k Sn GMamemieeine ho Sd an erereel ee Seed eT yh re eee ns CMR ORL OF en ae NRCG ee ana 


g; 
ids 


Lino- 
ect of 
r five. 
effect 
emon- 
e this 


led at 
. Mr, 
typog- 
ent in 
nected 
Com- 


ectors 
hand 
> Volk 
at the 
1e ma- 
jundry 


e have 
y liga- 
ible to 
mbina- 
| hand 
labori- 
ss and 


an 
ine in- 
atrices 
italic 
Roman 
e mat, 
result 
r was 
’ letter 


pment, 
lemon- 

which 
or pro- 
cost of 


s ina 
speed 
ur. Its 
ultiple- 
-ready 
and a 


rease 
ery & 
‘or the 
ended 
crease 
‘iod of 
ie first 
9 ,869,- 
or four 
les for 


period, 


4,254 
, a de- 


od 


December 16, 1935 


ADVERTISING AGE 


——— 


ORGANIZATION 
BY MARKETS IS 
U). S. STEEL PLAN 


(Continued from Page 1, Col. 2.) 
tion which have marked some of the 
individual company advertising 
which has appeared in years past,” 
the magazine comments. 

“Obviously the change in advertis- 
ing suggests similar changes in pro- 
duction and merchandising. The 
merger of Carnegie and Illinois was 
the first step in this direction from 
a manufacturing standpoint. 

“The grouping of products for sales 
and advertising purposes will be the 
next. Such a centralized and inte- 
grated set-up should offer opportunity 
for more powerful and effective ad- 
vertising and sales work, for better 
control of sales volume and sales 
costs, and for better service of in- 
dustry in providing its steel require- 
ments.” 


Subsidiaries Affected 


Among subsidiaries of United States 
Steel Corporation affected are Ameri- 
ean Steel & Wire Company, Illinois 
Steel Company, National Tube Com- 
pany, American Sheet & Tinplate 
Company, American Bridge Com- 
pany, Columbia Steel Company, Cy- 
clone Fence Company, Federal Ship- 
building & Drydeck Company, Lorain 
Steel Company, Michigan Limestone 
& Chemical Company, Scully Steel 
Products Company, Tennessee Coal, 
Iron & Railroad Company, Oil Well 
Supply Company, Universal Atlas 
Cement Company, Canadian Bridge 
Company and Isthmian Steamship 
Company. 

Export business is handled largely 
by United States Steel Products Com- 
pany. Batten, Barton, Durstine & 
Osborn, Inc., is the agency in charge. 


Keelor & Stites Expands 


The Keelor & Stites Company, Cin- 
cinnati, O., is moving, Jan. 1, to 
larger quarters on the 30th floor of 
the Carew Tower. 


Miss Maclean Changes 

Miss E, W. Maclean, formerly ac- 
count executive with Geyer, Cornel] 
& Newell, Inc., has joined the New 
York office of Fletcher & Ellis, Inc. 


William L. Ninabuck, in charge of 


HARVESTER ADMEN TALK TO DEALERS 


* 
% . . 


ublication advertising for Inter- 
national Harvester Company (with fork in hand), was caught by the 
candid camera at a recent meeting of the company’s truck dealers. 
To the left is John C. Moore, and at Mr. Moore's left is James T. 
Aubrey, both of Aubrey, Moore & Wallace, Inc., International's 


agency. 


U.S. STEEL GETS 
BITING REPROOF 
FROM LUMBERMEN 


Carnegie Copy Called Unfair 
and Untruthful 


Chicago, Dec. 12.—The National 
Hardwood Lumber Association has 
taken sharp exception to advertising 
of United States Steel Corporation 
in a letter directed to W. A. Irvin, 
president of the corporation in New 
York. The missive was indited by 
J. W. McClure, secretary-treasurer, 
who referred to the latest steel ad- 
vertisement featuring Andrew Car- 
negie. Many individual lumbermen 
have also filed protests, it is said. 

A full page portrait of the great 
industrial leader ran opposite a 
page of copy captioned, “He came 
to a country of wooden towns and 
left it a nation of steel.” 

“The hardwood lumber industry, 
which in the aggregate is a large 
customer for your steel products 
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PRACTICAL BUILDER 
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Tabloid Format 


of your sales effort. 


59 East Van Buren Street 
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PRACTICAL 


BUILDING CONTRACTORS' 


In presenting the Practical BUILDER we are offer- 
ing complete circulation coverage of active building 
contractors at exceptionally low rates. Your advertise- 
ment in this publication will reach, directly, the men 
who actually use your products in the building opera- 
tion, and assure essential cooperation at the final stage 


INDUSTRIAL PUBLICATIONS, INC. 


Also Publishers of BUILDING SUPPLY NEWS (The Dealers’ Paper) 
BRICK & CLAY RECORD — CERAMIC INDUSTRY — CERAMIC DATA BOOK 


(HOW-TO-DO.-IT) 


BUILDER 


An Exclusively 


PUBLICATION 


Publisher. 


CHICAGO 


used principally in logging railroads 
and logging equipment,” wrote Mr. 
McClure, “is incensed at the unfair 
and unwarranted inferences and im- 
plications contained in your adver- 
tising copy, evidently designed to 
prejudice the public mind against 
use of wood in construction of ve- 
hicles, homes and other forms of 
building. 


Makes Strong Protest 


“The purpose of this letter is to 
express a vigorous protest against 
such advertising methods, directed 
toward the destruction of the lum- 
ber industry, upon which the wel- 
fare and livelihood of millions of 
people depend.” 

Mr. McClure said that one of the 
first principles of advertising is that 
an advertiser should offer his prod- 
uct on its own merits without men- 
tioning a competitive line. 

“Measured by such a principie,” 
he continued, “the advertisement in 
question is unworthy of a corpora- 
tion regarded as one of the indus- 
trial leaders of the nation and is 
most inappropriate when used in 
connection with the great name of 
Andrew Carnegie, whose birth cen- 
tenary was the occasion for your 
published statements. 

“The very caption of your adver- 
tisement carries a false inference 
because it is well known to you and 
to your readers that the wooden 
homes in the towns which Andrew 
Carnegie found on his arrival in 
America have not been replaced by 
steel residences. It is not on record 
that the great captain of industry 
built a steel home for his own use 
during his lifetime. 

“The inference which your adver- 
tisement apparently intended to con- 
vey to your readers that wood is a 
symbol of backwardness and prim- 
itive civilization is a blow below the 
belt to the lumber industry and vio- 
lates all the principles of sound 
sportsmanship.” 


Champion of Wood 


Asserting that wood is the most 
practical, economical, easily adapt- 
able and readily available material, 
Mr. McClure said the lumber indus- 
try does not fear competition of 
steel in residential construction. 

“Your right and privilege to make 
all the favorable representations of 
your own products as may be justi- 
fied by facts in offering your goods 
to the public is recognized and re- 
spected,” said he. 

“Lumbermen do not take issue 
with you concerning your very 
proper desire and right to sell your 
product to the housing trade or to 
other wood using industries, so long 
as you refrain from adverse refer- 
ences to wood, and from invidious 
and unwarranted implications re- 
flecting on the merits of wood. 

“It is the desire of the lumber 
interests that you discontinue the 
use of unfair and unethical prac- 
tices in your advertising which are 
designed adversely to affect demand 
for lumber and wood products.” 


With “Popular Aviation” 
John Runger, prominent flier, has 
joined the New York advertising staff 


of Popular Aviation, Chicago. 


Vermont Syrup 
Producers Tell 


Story to Public 


Chicago, Dec. 12.— Representa- 
tives of the 200,000 farmers com- 
prising membership of the Amer- 
ican Farm Bureau Federation 
thrilled to the story of conquest re- 
lated by A. H. Packard, head of the 
Vermont Farm Bureau, at the form- 
er’s convention at the Sherman Ho- 
tel this week. 
Mr. Packard, telling how the Ver- 
mont Maple Syrup Cooperative has 
gone direct to the consumer with 
its famous old product, urged other 
farm organizations to brand their 
output and stir up a sleeping public 
demand with advertising. 
High-lights of his several address- 
es were his statements that national 
advertising on the noted Vermont 
product will shortly be launched, 
with or without the aid of a $100,000 
state appropriation, and that Ver- 
mont syrup will be featured this 
winter by Independent Grocers’ Al- 
liance of America, strong organiza- 
tion with headquarters in Chicago. 
Mr. Packard said that vigorous 
marketing efforts, unaided by adver- 
tising, have moved a large surplus 
into channels of consumption, and 
that all of the Vermont syrup that 
can be produced will be easily sold 
when copy begins to run. 


“Daily Express” Appoints 
_Chickasha Daily Express, Chicka- 
sha, Okla., has appointed Frost, 
Landis & Kohn national representa 
tives. 


D. & C. to Ayer 


Detroit & Cleveland Navigation 
Company has placed its account with 
N. W. Ayer & Son, Philadelphia. 


Brewer Buys 
Year Rights 
For New Cap 


Terre Haute, Ind., Dec. 10.—Terre 
Haute Brewing Company, Inc., has 
released a widespread newspaper 
advertising campaign on its Cham- 
pagne Velvet beer, bottled in a 
special version of the “Stubby” type 
of container, a bottle with a pull-off 
cap. 

The cap which the company has 
adopted for the Stubby bottles is the 
newest cap for beer containers. It 
is made of aluminum, and a twist on 
the flap opens the bottle without 
fuss or bother. The company has 
taken a monopoly on the cap for 
one year. 

The new “C-V Stubby” bottle is 
promoted in the advertising as hav- 
ing four advantages: no deposit is 
required, as the bottle is to be 
destroyed when empty; no opener 
is necessary; the bottle is shorter 
and more compact than the usual 
type, and thus saves space; and 
finally, the bottle is easy to carry. 

The campaign will be waged in 
papers of Illinois, Missouri, Georgia, 
Kentucky, Michigan, Tennessee, and 
Indiana. A four-color display piece 
has been designed by Arbee Agency, 
Inc., of this city, which is in charge 
of the campaign, with the exception 
of Michigan insertions. 

The brewery recently received a 
shipment of 5,000,000 of the Stubby 
bottles. 


Made Sandeman Agency 


McKesson & Robbins, Inc., has ap- 
pointed Kimball, Hubbard & Powel, 
Inc., New York, to direct the adver- 
tising of wines produced by Sande- 
man of London and distributed in 
the United States by McKesson & 
Robbins. 


THIS AD IN GRIT? 


| 


advertising? 


Now Reaching Over 


MARY DID YOU SEE 


Ke ony complete La ; 


WILLIAMSPORT, PA. 
Member A. B, C. 


Tae New 
CHEVROLET FOR 1936 


Why do GRIT’S readers react so favorably to 


Editorial credibility — that’s the answer! 
Small town families believe what they read ia 
GRIT because they have confidence in its in- 
tegrity. In its news pages, GRIT prints facts 
only, grinds no axes, serves no “isms.” 
thousands, GRIT is trusted friend and adviser. 


To 


Your product at present may enjoy a nodding 
acquaintance with our readers, but if you want 
it invited into the intimacy of the family circle, 
where contact leads to sales, you had better ask 
GRIT to make the introduction. 


More than 500,000 small town families will 


gladly hear your story—when you meet them 
through GRIT. 


500,000 Small Town Families Weekly 
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ADVERTISING AGE 


December 16, 1935 


Cash Register Appeal 


QUESTION: “How AMERICAN 
BUSINESS differ from other magazines for 


general executives?” 


does 


ANSWER: “It is the only one which functions 
as a clearing place for tested ideas, plans and 
experience useful to those actively engaged in 


business management. It shows its readers— 


through its news and advertising columns—how 


to increase profits.” 


An executive who subscribes to a magazine for 
profit-building ideas and suggestions will read 
with equal avidity advertisements which show 


him how to cut expenses and increase sales. 


Typical Articles— December Issue 


Where Do Your Profits Go? Fourteen Ideas that Paid 


Others Well 
That First of the Y Rai 
oe oe ree ae How Ten Business Leaders 


The Packer Who Dared to Be Keep Fit 


Different Frailey’s Better Letter Clinic 


Seven Ways to Speed Sales Twelve Checks for Direct Mail 


Handling Payroll Deductions A Collection Idea for December 


Dartnell Sales Forecast for How High Will Prices Go Next 
1936 Year? 


AMERICAN BUSINES 


(Combi ned with ““System’’) 


A management magazine published monthly for 
the profit-minded executives of 38,000 business 
establishments . . . Member of the Audit Bureau 
of Circulations . . . Member of the Associated 
Business Papers, Inc. 25¢ a copy—$2.00 a year. 


Six Month Trial Subscription $1.00 


J. C. Aspley, Publisher 


DARTNELL PUBLICATIONS, Inc. 


4660 Ravenswood Avenue, Chicago 
400 Madison Avenue, New York 


Philco Slogan 
Intrigues Own 
Organization 


(Continued from Page 1, Col. 3.) 
they instructed their telephone oper- 
ators to use it as a greeting for 
incoming calls. A large number of 
sales were traced to this innovation. 

The campaign, featuring humorous 
cartoons which occupy more than 
half of the space, was begun Dec. 2 
in more than 80 newspapers in large 
cities. It consists of three separate 
insertions in each issue of these 
newspapers on Monday, Tuesday and 
Wednesday and was scheduled for 
three weeks. The campaign is in 
addition to the regular Philco sched- 
ule. 

Aerial Tuning Stressed 


The feature emphasized in the 
copy is the “built-in aerial-tuning 
system,” an exclusive feature which, 
the copy sets forth, automatically ad- 
justs the aerial as the user tunes the 
receiving set. The claim is made that 
twice as many foreign stations are 
available, with more power on each 
station, with proportionately better 
reception from distant American sta- 
tions. 

Philco hails its new feature in the 
campaign copy as “the greatest im- 
provement in radio this year,” em- 
phasizing the fact that it is auto- 
matic—‘no knobs to turn”’—and that 
it is built-in—‘‘not an accessory; not 
an extra, not even in price.” 

Reader attention is arrested by a 
eartoon in which one_ character, 
under conditions which make the 
statement amusingly incongruous, is 
depicted informing another character 
that “only Philco has it.” Among 
those pictured are a fireman and a 
rescued damsel on a ladder; two 
parachute jumpers; a dowager and 
a taxi driver; an apple vendor, and a 
top-hatted clubman, and a subway 
guard kicking the last passenger into 
a bulging coach. 

In secondary cities, only two in- 
sertions are used in each issue and 
appear in only two issues per week. 


RCA Contest 
Hinges on Best 


Radio Programs 


Philadelphia, Pa., Dec. 12.—A novel 
contest is being conducted in con- 
nection with the nightly five-minute 
radio gossip broadcast sponsored by 
RCA-Victor and conducted by Martin 
A. Gosch, radio columnist, from sta- 
tion WFIL, Philadelphia. 

All-expense week-end tours to New 
York are offered each week to the 
authors of the two best answers to 
the question: “What is your favorite 
radio program and why?” Each 
award includes expenses for one com- 
panion in addition to the actual 
winner, so that four persons are 
guests of the sponsor each week. 

The prize includes railroad fare, 
hotel accommodations, meals, tickets 
to Radio City Music Hall, a tour of 
the NBC studios and a trip to the 
tower of the RCA Building. 

Gosch, a former radio columnist 
for Variety, Philadelphia Record, 


The rates for this department are as follows: 

“Help Wanted” and “Situations Wanted,” 30 cents a line, minimum 
charge $1. 

All other Goastheetions (single insertion rates): % inch, $2. 78; 1 to 8 in., 


per in., $4.75; 4 to 6 in., per in., 
per in., $4.00; 13 to 16 in., per in., 
contracts. 


2 9 in., per in., $4.25; 0 to 12 in, 
$3.75. Write for Geistele on term 


POSITIONS WANTED 


WESTERN SALES BUILDER 
Sales Manager, 18 years’ experience in 
merchandising and sales promotion, 
now employed, seeking contact with 
eastern manufacturer wishing to enter 
western territory or with one now es- 
tablished but dissatisfied with present 
sales. Will act in any capacity that 
offers good possibilities. Advertiser, 
837 S. Flower St., Los Angeles. 


BUSINESS OPPORTUNITIES 


WANTED 
A SALES ORGANIZATION 


geared up to Advertising and Pre- 
miums—financially able to carry 
through on scheduled Chicago Cam- 
paign, Proposition instantly im- 
presses as of outstanding merit— 
nothing like  it—built on soundest 
principles. Because _ fine yrospect 
reaction salesman is kept sold every 
minute. Tests made prove acceptance 
by all parties todeal. Exclusive repre- 
sentation—NO COMPETITION—auto- 
matic renewals—liberal override and 
active help by principals. Needs Big 
Men. Covered by Patents—Trade Mark 
Copyright. - gs A = «hh 
Reply_ through if er. 

Box 673, ADVERTISING "AGE. Chicago. 


APPRAISE—BU Y—SELL 
We buy, sell, appraise publishing prop- 
erties and advise with publishers re- 
garding their problems. Harris-Dibble 
11 W. 42nd 


0., eS a a ee 
LOngacre 56-6540. 


HELP WANTED 
LEADING business publication re. 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St. uis now 
open; attractive proposition to real 
worker; reply stating exper. and ref. 
Box ox 654, ADVERTISING AGE, N. Y. C. 


MISCELLANEOUS 
NEWEST PROCESS!!! 
Ideal for reproducing illustrated ad- 
vertising literature, testimonials, bul- 
letins, sales letters, etc. No typeset- 
ting or expensive cuts necessary. 
Rapid, Accurate and Economical 
600 COPIES $2.50 
Additional Hundred Copies 20c 
Send for Samples 
LAUREL PROCESS, 480 Canal St., N. N.Y, 
GET ATTENTION—CREATE INTER- 
EST with PHOTO POST CARDS. New, 
Different, Economical. No cuts to buy 
only one cent postage. Send for free 
samples and prices today 
GRAPHIC ARTS PHOTO “SERV ICE 
Box 365, Hamilton, Ohio 


USED OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Addressographs, Duplicators 
Dictating Machines, Folders, 

Typewriters and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Camden Courier and the New York 
Post, presents inside and advance 
news on personalities, programs and 
events in the radio world. The com- 
mercial features an electrical tran- 
scription originally made as a gag 
for the last RCA dealer convention in 
Atlantic City and presenting a con- 
fusion of voices posing such ques- 
tions as: ‘What is the Magic Eye?” 


“Printers’ Ink” Honors 
Bernard Grimes’ Memory 


At a meeting of the board of direc- 
tors of Printers’ Ink Publishing Com- 
pany, Inc., last week, a _ resolution 
mourning the death of Bernard A. 
Grimes was adopted. 

“In the death of Bernard A. Grimes 
we have lost not only a valued busi- 
ness associate but a much loved 
friend who willslive forever in our 
hearts,” the resolution said, in part. 


“Police Gazette” Adds 
Barber Shop Circulation 


Starting with the January issue, 
Police Gazette, New York, will be dis- 
tributed to 10,000 barber shops in 
New York by Western Union, this 
circulation to be on a paid basis. 

Plans are under way to extend dis- 
tribution of the Gazette to every 
barber shop in the United States 
within the next few months. 


“Life” Gets Corcoran 


Harold Corcoran has joined Life, 
New York, after four years with 
News-Week. 


Drug Paper Adds 
To Departments 


New York, Dec. 12.—While retain- 
ing all features carried at present 
and continuing the editorial concept 
of a feature magazine, American 
Druggist, commencing with the Jan- 
uary issue, will appear with a num- 
ber of new departments, chiefly of a 
news character, and restyled format. 

The four-color bleed cover will be 
continued with the addition of a 
panel of type highspotting the index. 
Other new features are: 


New Features Added 


“Our Front Window,” a depart- 
ment of editorial observations sup- 
plementing the editorial columns; 
“Druggists Who Make News,” a four- 
page section in special stock and 
sepia ink which will present person- 
alities in the field in candid camera 
photography and_ specially posed 
shots; “Review of the Month,” a 
section of five or more pages of lib- 
erally illustrated news matter, pho- 
tographs for which will be paid for 
at from $10 to $50 each; “Through 
the Show Globe,’ a review of the 
month’s scientific developments in 
the field of pharmacy, edited by a 
prominent scientist. 

Other innovations will include 
hand-lettered titles and new type 
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KRAFT CHEESE CONTAINERS TAKE ON NEW COLOR 


Bright, colorful stars are the newest addition to the attractive glasses 
in which certain types of Kraft cheeses are packed. 


Promote Stubby 
Bottles in West 


New York, Dec. 11.—The Owens- 
Illinois Pacific Coast Company has 
launched a newspaper campaign in 
leading California newspapers intro- 
ducing the stubby bottle to beer 
drinkers southwest of the Rockies. 
The copy was prepared by Botsford- 
Constantine & Gardner, San Fran- 
cisco. 

The advertisements are of one- 
third page size. No mention of the 
brewers’ names is made. However, 
it is expected that this campaign may 
be followed by advertising by the 
Olympia Brewing Company, Tum- 
water, Wash., and the Balboa Brew- 
ing Co., Los Angeles, both of which 
are now equipped to put their bev- 
erage in stubby bottles. 

At present there are 44 brewers 
using stubby bottles against a re- 
ported 32 using tins. States in 
which stubbies are featured are New 
York, New Jersey, Massachusetts, 
Connecticut, Maryland, West Vir- 
ginia, Pennsylvania, Ohio, Indiana, 


[llinois, Wisconsin, Minnesota, Iowa, 
Missouri, Nebraska, Colorado, Wash- 
ington and California. 


Donations to Charity 
Yield Radio Tie-ups 

A solution to the charity problem 
has been found by several clients of 
WMCA, New York, in “tie-ups” with 
benefit performances put on the air 
by various organizations to raise 
funds for their favorite charities. 

The regular broadcaster makes a 
donation to the organization, and in 
return is given a by-line on the air. 
Thus the charity donation, often 
taken from advertising funds because 
of the goodwill it is said to create, 
becomes a form of real advertising. 


Electric Home and Farm Author- 
ity, TVA subsidiary, has announced 
an extension of its easy financing 
terms to include the sale of cream 
separators, milk coolers, washing ma- 
chines, electric motors and vacuum 
cleaners. A three-year term is al- 
lowed for payment of a single item, 
and a four-year term for two items 
or more. The new ruling is expected 
to effect an increase in the sale of 


electric appliances in rural districts. 


wor : 


PARK AVENUE 


NEW YORK CITY 


PH OTEL 


Offers to visitors...a truly fine 
hotel...A distinguished address 
...A convenient location. Large 
luxurious single rooms from $5... 
double rooms from $7...suites $10 


Direction of j. C. Thorne 
and J. J. Atkinson 
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AT 51st STREET 


MERCHANDISING 
TACTICS AID IN 
CONVENTION BID 


Cleveland, O., Dec. 12.—That sell- 
ing cities for large conventions is 
fast becoming a highly competitive 
business in which all the principles 
of merchandising are brought to 
bear, is shown by the extensive 
character of the campaign which has 
won for Cleveland the 1936 meeting 
of the American Legion. 

The campaign, which in popular 
terms brought a $10,000,000 “sale” 
based on Legionnaire spending 
power, ran over a period of 18 
months. To make the sale it was 
necessary to influence a majority of 
the million members of the Legion. 
Direct mail, publicity, pamphlets, 
newspapers, ballyhoo and personal 
salesmanship were all incorporated 
in the big drive. 

The story of the campaign was 
gained from Glenn Campbell, head 
of the Campbell-Sanford Advertis- 
ing Agency, Cleveland, who directed 
the advertising and publicity as 


chairman of the invitation commit- 
tee. 

“Cleveland for a Perfect 36” was 
the slogan adopted and plans were 
put in practice at the Miami con- 
vention in 1934. At that time 25,000 
attractive rotogravure pamphlets 
were distributed, setting forth 
Cleveland’s beauty and facilities for 
entertaining a convention. Such an 
approach was new in Legion history. 
At the same time 10,000 badges fav- 
oring the city were placed in cir- 
culation. A representation of the 
Toonerville Trolley bore Cleveland’s 
invitation in the Miami parade. The 
formal invitation was also presented 
at the convention. 


Much Direct Contact 


The next bid was made at the 
annual meeting of the Legion’s na- 
tional executive committee at In- 
dianapolis. At that time it was 
pointed out that Cleveland’s request 
was a genuine business bid. 

A special company was _ incor- 
porated as “The American Legion 
1936 Convention Corporation of 
Cleveland,” and more than $25,000 
was raised for the necessary bidding 
deposit. 

After innumerable meetings with 
Legion executives in all parts of the 
country and a constant stream of di- 
rect mail, the big fireworks broke 


at the 1935 convention in St. Louis. 


All Ohio members at St. Louis 
distributed 30,000 Cleveland roto- 
gravure circulars and 50,000 “Cleve- 
land for a Perfect 36” badges. In 
addition, a Goodyear dirigible car- 
ried the Cleveland invitation in large 
Neon lights at night, while an air- 
plane wrote the message in the sky 
by day. A flood of publicity was 
released to the St. Louis papers. 
Huge signs bore the “Perfect 36” 
message in downtown hotels. 


WMCA Adds to Staff 


T. B. Farrell, Jr., formerly adver- 
tising and circulation manager of the 
Canadian Geographical Journal and 
later subscription sales manager for 
Today, and David Lion, Jr., recently 
with the Universal Recording Com- 
pany, have joined the sales staff of 
WMCA, New York. 


College Linage Increases 


According to a survey just com- 
pleted by Collegiate Digest and Asso- 
ciated College Press, Madison, Wis., 
local advertising in college and uni- 
versity newspapers has increased 12 
per cent in 1935 over the total for 
1934. 


Young Joins Hearst 


Walter Young, formerly advertis- 
ing manager of New York Evening 
Post, has been appointed assistant 
publisher of New York American. 


ARTISTS @ 


J aan = 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


a a 


workmen 


All Departments 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °® 
PLANNING e 


ENGRAVERS 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


a 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


© ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides » 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 
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APPEALS COURT 
MAY RULE OVER 
CANADIAN RADIO 


Reduction in Cost of Music 
Is Forecast 


Toronto, Ont., Dec, 12.—Establish- 
ment of an Appeal Tribunal to end 
disputes arising out of controversies 
between radio operators or sponsors 
and the Canadian Performing Rights 
Society, and to approve changes in 
fees, will be dealt with in Federal 
legislation before the end of De- 
cember. This was indicated follow- 
ing publication of the report of 
Judge Parker, of Toronto, who su- 
pervised the Royal Commission in- 
vestigation of the Canadian Per- 
forming Rights Society, jointly con- 
trolled by the American Society of 
Authors, Composers and Publishers, 
and the British Performing Right 
Society. 


The new legislation may increase 
the amount of music used in Cana- 
dian radio programs by slightly re- 
ducing its cost. 


Tariff Held Excessive 


Advancing the opinion that the 
broadcasting tariff levied by the 
Canadian Performing Rights So- 
ciety is excessive, and applying the 
1935 tariff to a 100-watt station lo- 
cated in Toronto, Judge Parker in 
his report showed that the license 
fee would be $353.40 per hour per 
annum and if the station performed 
music during ten hours a day, the 
annual license fee would be $3,534, 
subject to a discount based on the 
number of broadcasting stations in 
the Toronto area. 

Referring to the evidence pre- 
sented to the Royal Commission by 
H. T. Jamieson, president of the 
Canadian Performing Rights So- 
ciety, Judge Parker said that the 
Society apparently considered the 
number of radio receiving sets in 
Canada and concluded that it should 
receive a revenue based upon an 
arbitrary price of 10 cents a set in 
the broadcasting area. With the 
British Broadcasting Corporation 
paying 7% cents per set to the Brit- 
ish Performing Right Society, and 
the revenue to the American Society 
of Composers, Authors and Publish- 


Coming 
Conventions 


March 3-6. Annual Packaging Ex- 
position, New York. 


April 30-May 2, 1936. American 
Association of Advertising Agencies, 
The Greenbrier, White Sulphur 
Springs, W. Va. 


May 15-16. The Advertising Affili- 
ation, annual meeting, London, Ont. 


July 5-9. Annual meeting, Pacific 
Advertising Clubs Association, Seat- 
tle, Wash. 


ers from the United States networks 
being 9% cents per set, His Lord- 
ship suggested in his report that a 
return to 8 cents per set in Canada, 
and possibly to the British rate of 
7% cents, would give a generous 
return to the Canadian Performing 
Rights Society and would not be un- 
fair to the broadcasting stations. 


Herman to Engraver 


George T. Herman, for the past 1¢ 
years with McGrath Engraving Com- 


pany, has joined Collins & Alexan- 


der, Inc., Chicago photo-engraving 
organization. 
To Use 24 Pages 


Henry Heide, Inc., New York, will 
announce its 1936 line of Easter 
candies with 24 pages of four-color 
copy in the December issue of Inter- 
national Confectioner. Kelly, Nason 
& Roosevelt handle the Henry Heide 
account. 


General Motors Plan 
Shows in 54 Cities 


Much of General Motors Corpora- 
tion’s early 1936 promotion will be 
based on its own automobile shows 
to be staged in 54 cities throughout 
the country. 

The exhibitions will start in Jan. 
uary and will run_ until about 
April 1. 


Bridgewater Changes 
After five years with Newell-Em- 
mett Company, New York, J. C. 
Bridgewater has joined the Chicago 
office of Blackett-Sample-Hummert, 
Inc., as copy and contact man. 


Morgan Names Remington 


Advertising of The Morgan Con- 
struction Company, Worcester, 
Mass., has been placed with William 
B. Remington, Inc., Springfield. 
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TIME 


The Weekly Newsmagazine 


This is the 194th advertisement which TIME 
has run in dealer trade papers of several 
fields, interpreting magazine advertising in 
general, and TIME advertising in particu- 
lar, in terms of the dealer's own customers. 


TM — 


Louis Fight - 
Is Sponsored 
By Blackstone 


New York, Dec. 13.—Though it had 
been reported that the Louis-Uzcudun 
fight would be held without any 
radio sponsorship, this proved far 
from true when the boys climbed 
through the ropes here tonight. 

Station WMCA was much in evi- 
dence, feeding the blow-by-blow de 
scription of the fight to the Inter- 
city Group, made up of WIP, Phila- 
delphia; WDEL, Wilmington; 
WCBM, Baltimore; WOL, Washing- 
ton; WMEX, Boston; WPRO, Provi- 
dence, and WLNH, Laconia, N, H, 
The sponsor was Blackstone cigars, 
whose account is handled by Batten, 
Barton, Durstine & Osborn. Clem 
McCarthy did the announcing. 

Trans-Radio News Service used 
short wave to keep its members ap- 
prised of developments and in a num- 
ber of cities, local sponsors were 
glad to have their names identified 
with the broadcast. In Denver, for 
instance, Denver Buick-Pontiac spon- 
sored the fight broadcast over KFEL- 
KVOD. 


Joins Griswold-Eshleman 

Lee Canfield, formerly with Cop- 
perweld Steel Company, Pittsburgh, 
has joined The Griswold-Eshleman 
Company, Cleveland, as assistant ac- 
count executive. 


Opens Chicago Office 

International Institute for Ad- 
vancement of Travel, New York, has 
opened Chicago offices on the 14th 
and 15th floors of the Pure Oil Bldg., 
35 W. Wacker Dr., with A. R. Er- 
skine, Jr., vice-president, in charge. 


Baker in Seattle 
Irl M, Baker, who recently resigned 
as advertising director of the Omaha 
World-Herald, has joined the Seattle 
Times as national advertising man. 
ager. 
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ERE is a practical gift 
that will be appreciated 
by everyone. It makes all 
writing easier, neater, faster. 


Underwood, typewriter 
leader of the world, makes a 
model for every writing need 
at a price for every purse. 
Easy terms if you wish, 


Typewriter Division 
UNDERWOOD ELLIOTT FISHER COMPANY 


Typewriters... Accounting Machines... Adding 
Machines... Carbon Paper, Ribbons 
and other Supplies 


342 Madison Avenue, New York, N. Y. 
Sales and Service Everywhere 
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NEW TECHNIQUE FOR ACME SUPERSTRIP 


4 


© A well-knowa bathroom scale of particular 
beasty Many ports, including the gieeming 
trims and bumpers are mode trom cold rolled 
Acme Superstrip, produced particularly fos 
the job. This ia just one of scores of “con 
sumer” products vsing the beauty of Acme 
Superstrip to gue sales 


GAIN THE SALES POWER OF BEAUTY 
WITH ACME SUPERSTRIP 


$i: 


*. 


le Many and many a product has been given Whatever your need ... beauty, durability, form- 


*beauty—with Acme Superstrip, rolled to fit the ability, etc, Acme Superstrip does its job more 
particular need. efficiently and ically b it is pro- 


duced for that job. 
‘Perfect in finish, Acme Superstrip adds beauty 
‘that gains attention and creates sales. It is lasting 
“beauty that withstands time and use. 
Uy 


Check into this better than ordinary strip 
steel. Send the coupon today for the booklet, 

“Batting ‘Em Out." AcE 
Furth Acme Superstrip is fitted exactly srexi company, General 
‘tothe production needs of your product. Trouble  Ojfices: Chicago. Branches 
and rejects, waste and lost time, are eliminated. and Sales Offices in Prin- 
“Countl ducti hedules prove this so. cipal Cities. 


So 


f 
a 


Geme 


wer noLes + Coo ROLLED 


ACME STEEL COMPANY, 2841 Archer Avenue, Chicago 
Send me your booklet, “Batting ‘Em Out.” 


GALVANIZED + STAINLESS 


Acme Steel Company, Chicago, through the Buchen Company, manages to find 
a logical relationship between its product and feminine pulchritude, thus en- 
livening the pages of business and trade publications in which the copy appears. 


PAUL JONES AGAIN SAILS THE SEAS 


MADE THE OLD FASHIONED WAY 
: BLEND OF 92 PROOF 5 


STRAIGHT WrHISKIES 


Four-plane window display made for Frankfort Distilleries by Chicago Show 
Printing Company. Original run of 2,500 was followed by several re-orders. 


NEW FOOD PRODUCTS PLACED ON MARKET 


mopern movern 
FooDps Foops 


Soruciees comsrnaTe® 3 peel wees . — 


Sf Ltr ano conn mint Ps 


Modern Foods, Chicago, is now introducing these canned food products in the 
Middle West. The attractive container labels were designed by D. R. McDavid, 
Chicago, and lithographed by Gugler Lithograph Company, Milwaukee. 


PHOTOGRAPHIC REVI 
OF THE WEEK 


Discussing General Tire’s new product in this group are, left to right: Charles J. Jahant, vice-president; 
Herman Kraft, designer; Col. Roscoe Turner, famous flyer; W. O'Neil, General president, and L. A. 
McQueen, sales manager. 


COOPERATIVE POSTER CAMPAIGN FOR NECKWEAR 


Under Santa's flowing beard reposes a Grayco necktie, according to this poster, provided by Marion ’ 
R. Gray Company, Los Angeles, to dealers who = space costs. Other tie-up material was also { 
provided. 


INDUSTRIALISTS GIVE LUNCH FOR RADIO COMMISSION CHIEF 


This group, which assembled at a luncheon in honor of Anning S. Prall, chairman of the Federal Com- 

munications Commission, held in New York Dec. 5, includes: J. L. Kilpatrick, president, New York Tele- 

phone Company; Walter S. Gifford, president, American Telephone & Telegraph Company; Mr. Prall; 

Walter L. Conwell, president, Downtown Athletic Club; Roy B. White, president, Western Union; Walter 
P. Holcombe, and Donald Flamm, president, Knickerbocker Broadcasting Company. 
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ADVERTISING AGE 


December 16, 1935qmm 


Profits plucked from the Air 


Some of the many magic uses 
to which radio advertising is put 


T HAS been said that Lord & Thomas 
have pioneered more new things in 

radio than all the other agencies combined. 

Certainly the famous “Firsts” which 
distinguish our record support this state- 
ment, and notable sales results confirm it. 

But Lord & Thomas are the last who 
would care to be characterized as a “radio 
agency.” Our record in the successful use 
of all the other advertising media is an 
open book. 

It is no accident that practically all of 
the successful users of broadcast adver- 
tising are large and successful users of 
other advertising media. With a large back- 
ground of newspaper and magazine adver- 
tising, far-seeing advertisers have found in 
broadcasting the way to more customers, 
reached by a different method. 

Since the nature of the sales tasks given 
us vary almost as widely as the character 
of our clients’ businesses, a thorough 
knowledge of the broadcast medium is es- 
sential in deciding the method of adver- 
tising attack. 


Programs Must Do More than Entertain 
—They Must Sell 


Lord & Thomas never lose sight of this 
fundamental. In the distinguished pro- 
grams which bear the imprint of Lord & 
Thomas showmanship. salesmanship is 
strikingly evident. Each program is not 
only a first-rate show — it is a first-rate 
selling show, as sales records will prove. 

Our radio departments include program 
directors, continuity experts, musical 
directors. They are versed in every phase 
of broadcast advertising. They have been 
foremost in recognizing new talent, and in 
securing it for advertisers at advantageous 
prices. 

Lord & Thomas offer evidence of the 
most convincing kind to support these 
claims — the sales records of many of 
America’s most important advertisers. We 
are happy to offer the accumulated wealth 
of our experience to national advertisers. 


We present, below, the radio shows cur- 
rently sponsored by our clients on na- 
tional networks. 


Pepsodent, with “Amos ’n’ Andy” 
Today—who does not know Amos ’n’ Andy? And 
Pepsodent? This blackface team, first of all the present- 
day strip programs, is in its seventh great year. And still 
voted the No. 1 laugh show of the air! 

—NBC Red Network, 7 P. M., week nights, E. S. T. 


Lucky Strike, “Your Hit Parade” 


For many years a trail blazer on the air, Lucky Strike is 
represented by a large musical show, with a great or- 
chestra. —NBC Red Network, 8 P. M., Sat., E. S. T. 


“Cities Service Concert”? with 


Jessica Dragonette 


Jessica Dragonette, recently voted radio’s favorite 
woman star, is in her sixth straight year as the singing 
star of the Cities Service Hour, with a well known or- 
chestra and quartet. An outstanding program for build- 
ing sales and creating good-will. 

— NBC Red Network, 8 P. M., Fri., E.S. T. 


“The Magic Key” of RCA 


Radio acts as good-will ambassador and salesman for a 
great company, the Radio Corporation of America, and 
the members of the RCA family: RCA Mfg. Co., RCA 
Communications, Inc., Radiomarine Corp., National 
Broadcasting Co. An entirely new kind of radio hour, 
enlisting the greatest array of international stars ever 
assembled for one program. 

—NBC Blue Network, 2 & M., Sun., E.S.T. 


Associated Oil, Football Broadcasts 


Another Lord & Thomas “First” —chain radio sponsor- 
ship of big West Coast football games. A splendid ex- 
ample of radio service to the consumer, and a natural 
vehicle for regional promotion of a product. 

—Pacific Coast Networks, Sat. afternoon 


Pepsodent, with ‘Al Pearce 
and His Gang” 


A great new show pre-proved by its top ranking for 
six years on the Pacific Coast. Through it we bring 
Pepsodent Tooth Powder and Junis Cream to millions 
of women listeners three times a week in the late after- 
noon at approximately half the cost of evening hours. 

—NBC Red Network, 5 P. M., week nights, E.S. T. 


Bourjois, ““Evening in Paris Roof” 
Authentic Parisian atmosphere, created for this popu- 
lar-priced cosmetic line. Featuring Odette Myrtil, French 
star, the entire program reflects a sales mood charac- 
teristic of the product. 

—NBC Blue Network, 8:30 P. M., Mon., E. S. T. 


Kleenex, “The Story of Mary Marlin”’ 


Introduced as a cold cream remover, Kleenex sought 
new customers for its many other uses. “The Story of 
Mary Marlin” was tested locally...a hit! Put on a 
national chain, sales pyramided. “Mary Marlin” became 
radio’s most popular daytime show. 

—CBS, 12:30 P. M., week days, E. S. T. 


Some radio “firsts” 
credited to Lord & Thomas 
(NAMES ON REQUEST) 

It has been said that Lord & Thomas 


pioneered more new things in radio 
than all the other agencies combined. 
Those credited to us are listed briefly 
below: 


1. First Daily Redio Contest of 
National Scope 
It rocked American streets with conver- 
sation. Made an average of 10,000 one- 
dollar sales a day for months. 

2. First Daily Network Strip Program 
Started a whole new technique of com- 
mercial program building. 

3. First to Rebroadcast Commercial 
Program 
Repeat same program late at night for 
Far West coverage. 

4. First Big Hit Variety Musical Show 
Sponsored on Network 
Set the pattern for big commercial musi- 
cal production shows in radio. 

5. First Commercial Broadcast of 
Metropolitan Opera Series 

6. First Commercial Series of Pick-ups 
of Foreign Dance Orchestras 

7. First Sustained Commercial Series of 
Spot Pick-ups 
Artists and orchestras from all over 
country picked up on same program. 

8. First to Present Authentic Police and 
Department of Justice Dramas 

9. First in Number of Contest Returns 
1,800,000 forty-cent purchases in two 
weeks. 

10. First Chain Sponsorship of Football 

ll. First Network Daytime Serial Show to 

Women 


Talent which was first sponsored or 
popularized nationally through us 


Amos ‘hn’ Andy; Bing Crosby; Eddie Duchin; 
Hal Kemp; Walter O’Keefe; Phil Cook; The 
Goldbergs; Rosario Bourdon; Donald Novis; 
Fred Astaire; Lum and Abner; Al Goodman; 
The Revellers; Walter Winchell; Jack Pearl; 
Clara, Lu and Em; The Cavaliers; B. A. Rolfe; 
Al Pearce. 


Horlick’s Malted Milk, 
with “Lum and Abner”’ 


Local radio tests decided Horlick’s on an unusual step — 
to concentrate the entire appropriation on radio, and 
“Lum and Abner.” They were recently voted the third 
most popular air team. 

—NBC Blue Network, 7:30 P. M., week nights, E. S. T. 


Other radio programs featured locally by Lord & 
Thomas include: “Jeannine and Lilac Time,” Pinaud 
...-Local Koolmotor Broadcasts in three cities, for 
Crew Levick Co., a Cities Service subsidiary... St. Paul 
“Traffic Court Broadcasts,” Nestlé’s Lion Brand Milk 
...-Numerous spot announcements for RCA tubes... 


LORD & THOMAS : advertising 
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